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HOW HE SOLVED A BAFFLING PROBLEM 


“Am | ever proud of ses 
my good judgment!” 





**Not long ago our board decided we “It had to be an exceptionally good “So I contacted a coupla’ pals who 
G needed a commercial movie to in- 2) picture—well written and up to theat- had just completed pictures for their 
troduce a new product. It was up to me to rical standards of production...theaverage firms. They both said ‘Paramount's the 
choose the producer—it had me stumped!” commercial picture just wouldn't do...” only outfit that fills the bill EXACTLY!’"’ 








“You can imagine my surprise! “It didn't take me long to call Chick- “Paramount handled the writing, 
4) Here | was trying to think of a sub- 6 ering 4-7040 and get them over here. 6) production and all! In the field the 
stitute for theatrical standards when |! It was a delight to watch that Paramount picture really did a job for us and from 
didn't know | could get the real thing! ...” organization swing into action!” now on Paramount gets all our business.” 





,poUNT SeTuRe Bes en age 


y x NOTHING TO IT,” for Westing- 
1 of Success house Electric & Mfg. Co., placed 
Pic 5 


p® { 
»* Your Seal * through Fuller & Smith & Ross, Inc. 
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PARAMOUNT PICTURES INC. - 1501 BROADWAY, N. Y. C. - INDUSTRIAL FILM DIVISION 

















FILMOSOUND “COMMERCIAL’’ 


Compact, single-case 16mm. sound film projector espe- 
cially designed for salesmen. Film capacity for 55-minute 
uninterrupted program. Capable in office or moderate- 
sized auditorium. Other B&H models for every need. 


OMPETITION doesn’t begin at the dealer's. It 

begins at the bottom—between the other 
fellow’s and your designers, craftsmen, and mer- 
chandising men. 

Only with motion pictures can you give the 
factory-confined men behind your product a 
chance to show prospects why you use certain 
designs, certain processes, and certain materials. 
Equally well, your business film allows you to 
complete your sales story and finally to demon- 
strate to every prospect what your product will 
do for him. 

Perhaps you wonder how to capitalize on this 
modern selling medium . . . how to start making 
a business film... its cost... where and to whom 
it can be shown. These questions are answered 
concisely in a free, 36-page booklet, Showman- 
ship. Write for your copy. 





CARTOONS IN COLOR! For “sweetening” commercial 
programs, your sure-hit choice lies in cartoon shorts in full 
color, now available from B&H Filmosound Library. Send 
coupon for details . . . and, for quantity price quotations, 
indicate quantities of subjects and prints needed. 


PRECISION-MADE BY 


BELL & HOWELL 


‘ 


Then, when you produce a film, heed the 
example of Chrysler, Ford, General Motors, 
General Electric, Kenwood Woolens, and 
many other progressive firms who show 
their films with Filmosound Projectors.: 
They know that no sound film can rise above 
the quality of the projectors which repro- 
duce it. They insure theater-like results with 
Filmosounds, made by the makers of 
preferred Hollywood movie equipment— 
Bell & Howell Co., Chicago; New York; 
Hollywood; Washington, D. C.; London. 
Established 1907. 


Let Your Secretary 
Mail This Coupon 


BELL & HOWELL COMPANY 
1808 Larchmont Ave. 

Chicago, Illinois 

Send 36-page, illustrated book- 
let: Showmanship, Today's For- 
mula for Selling, and circular, 
How Business Movies Tell and Sell. 
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BOB HAW’K entertains a Chanin Auditorium Audience 
before a broadcast over the Mutual network 


) CHOSEN... 


| FOR IMPORTANT EVENTS 


For important press and trade previews, first showings to boards 





of directors, sales conferences, dealers’ conventions, style shows 
and announcements of new products and manufacturing pro- 
cesses, large business organizations year after year choose the 


Chanin Auditorium 


The location is as distinctive as it is convenient — on the 50th 
floor of the 56-story Chanin Building, opposite Grand Central 


Terminal at 42nd Street and Lexington Avenue 


High-speed express elevators, ample foyers and smoking rooms, 


comfortable opera-type chairs and, above all, the dramatic view 





| over all New York mean comfort and enjoyment to all whom 
you invite. Large space adjourning the Auditorium is available 


for displays and refreshments 


Stage facilities, lighting equipment, motion picture and public 
address systems, dressing rooms and working space all are ar- 
ranged for the utmost efficiency 

| The Auditorium is in charge of a staff accustomed to rendering 
a painstaking service that meets the needs of even the most exact- 


| ing and complicated events 


Complete information concerning facilities, rates and available 


| dates will be furnshed upon request 


CHANIN AUDITORIUM 


50rn FLOOR ortne CHANIN BUILDING 
122 EAST 42nno STREET * * * NEW YORK 
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In Defense Of The Nation, The 
American Social Hygiene Associa- 
tion’s new talking motion picture. 
is sponsored by the Association’s 
Committee on National Defense Ac- 
tivities. The film is designed to 
show how the community can help 
protect soldiers, sailors and defense 
workers from the social disease. 
**Every Citizen’s Job’ might well 
be the title of this new film,” said 
Phillip R. Mather, chairman of the 
Committee, “I cannot too strongly 
emphasize its message that while 
soldiers. industria] 
workers are preparing our defense. 


sailors and 


every citizen shares in the respon- 
sibility for helping to protect them 
from the ravages of syphillis and 
gonorrhea, those deadliest of ene- 
mies lying in wait for them on every 
hand. This film tells how the job 
can be done and everyone will want 
to see it.” 

Opening scenes depict America 
mobilizing manpower and machine 
power for purposes of defense and 
national security. The history of 
veneral disease during periods of 
national emergency is pictured and 
the way in which every community 
can fight commercialized prostitu- 
tion, spreader of syphillis and gon- 
orrhea is shown. Communities are 
urged to make the man on leave in 
towns near army camps and naval 
bases 


welcome and to provide 


sports, recreation, good food and 





rests. health and medical care as 


constructive measures for his wel- 
fare. 

Featured in the film are several 
animations tracing the rise and fall 
of veneral disease rates during the 
times of mobilization and 
640 to 1917. 

Narrated by Ben Grauer, Nation- 
al Broadcasting Company’s com- 
mentator, the film was produced by 
the Jam Handy Organization for 
the American Social Hygiene As- 
sociation. The production was made 
under the supervision of Walter 
Clarke, M. D., medical advisor. Roy 
Gibson of the Jam Handy Organi- 
zation served as director, Joseph 


pcace 
through 


Bannon as assistant director, Irving 
Browning as photographer and Jos- 
eph L. Stenek of the American Soc- 
ial Hygiene 
supervisor. 
In Defense of the Nation is avail- 
able both in l6mm and 35mm 
sound prints. Orders for over one 


Association’s staff as 


hundred prints have been recorded 
in advance of the film’s release. 
Health and welfare agencies may 
secure copies of the film for review 
by writing to the American Social 
Hygiene Association, 1790 Broad- 


Way. New York, New York. 


Progress in 3-Dimension 


@DuRING THE PAST TWO YEARS. 
since Polaroid has been made avail- 
able for the purpose, we have seen 
the first successful large-scale show- 
ings of three-dimensional pictures. 
both in still and motion picture 
productions. The first commercial 
application of Polaroid to such pic- 
tures was made in 1939 when a 
35mm _ black and 
mensional production was used as 


white three-di- 


a feature attraction at the Chrysler 


(Please turn to Page Six) 
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Business Screen 









How Will Your Company 


Survive the Sales Boom? 





PRO OF 


If you want proof that Caravel 


Plans get results, check with 


American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Wallace Barnes Company 
Black & Decker Manufacturing Company 
Cadillac Motors 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 


OR ANY OTHER CARAVEL CLIENT 
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HAT with the Draft and the lure of Big-Pay Jobs 
W: National Defense, many companies are find- 
ing their sales and service organizations seriously 
depleted. 


Some of these companies—forgetting the aftermath 
of the last great war emergency—are hiring whatever 
people they can get and trusting to luck that the mis- 
takes won't be too cosily. 


Other companies, taking a long look ahead, are 
going in for intensive training programs; and it is 
here that Caravel can be of vital service to your or- 
ganization. Three ideas for immediate consideration: 

—A training program that will quickly get over to inexperi- 
enced sales people in the retail outlets your basic selling 
points and most resultful selling methods. 


—A training program that will show your sales force how 
to build good-will with customers whose needs you can- 
not now so readily supply, how to strengthen your ties with 
the better outlets, how to change dealers into first-grade 
merchants. 


—A training program that will widely demonstrate to whole- 
sale and retail sales executives the most effective ways to 
merchandise your products. 


Even though you may be deep in production prob- 
lems, we urge you, in your own interest, to tear out 
this message, write across it the two words “Please 
investigate,’ and see that the proper person follows 
through. An important and profitable thing to do 
RIGHT NOW. 


CARAVEL FILMS 


INCORPORATED 


New York °¢ 730 Fifth Avenue * Tel. ClIrcle 7-6112 
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(Continued from Page Four) 


Corporation exhibit at the first edi- 
tion of the New York World’s Fair. 

During 1940, two more 35mm 
three-dimensional movie films were 
made and exhibited. One was a 
new film for Chrysler’s revised 
World’s Fair exhibit and was pro- 
duced in Technicolor: the other a 
35mm black and white film which 
was a major attraction of the Penn- 
sylvania Railroad’s exhibit at the 
Golden Gate Exposition at San 
Franrancisco. 

About four million persons have 
seen these films (the Chrysler film 
is now on tour) and so it is fairly 
safe to presume that three-dimen- 
sionals have emerged from the ex- 
The success of 
these pictures using Polaroid view- 


perimental stage. 


ing and projecting means as well as 
the earlier anaglyphs using red and 
green spectacles has stimulated a 
great interest in further exploration 
of the possibilities in projected 
stereoscopic pictures. 

PROGRESS IN PRODUCTION 

Great progress has been made in 
production method, and recent re- 
search has provided much informa- 
tion on this subject which had pre- 
viously been lacking. But of 
greater interest to non-professionals 
are methods of projection. 

The World’s Fair motion pic- 
tures, previously mentioned, were 
projected in two different ways. 
One, by electrical interlocking of 
the two projectors, and the other, 
by mechanical means. Both of these 
systems worked excellently. Since 
projection of the pictures was on a 
“grind” basis, with very short 
periods between shows, and there 
were no breakdowns, it is evident 
that either method as satisfactory. 

Considerable experimental work 
has been done with 16mm projec- 
tion but no actual use has been 
made of l6mm_ stereograms for 
commercial purposes. The indica- 
tions are that such equipment will 
be available this year. 

PoLarow Stitt Projectors 

Several types of stereoscopic still 
projectors have been introduced, 
and the three-dimensional project- 
ed still picture is coming into wide 
use for display and advertising 
purposes through such equipment 
as the SVE three-dimension unit. 

At present there are on the mar- 
ket two types of projectors using 
Polaroid. One method (the Real 
Life projector) projects _ stereo- 
grams consisting of matched pairs 
of standard three by four inch lan- 


tern slides; the SVE projector 
mentioned is equipped for two by 
two inch slides as well as slidefilms. 


All these projectors employ a 
dual optical system. One type uses 
two lamps and the projector for 
slidefilms uses a special lamp con- 
taining two filaments. 


SPECIAL SCREEN REQUIRED 


The projection of polarized light 
stereograms demands a screen that 
will not affect the angles of polar- 
ization of the projected images. A 
mettalic surface, preferably alumi- 
num unadulterated by the admix- 
ture of white or gray pigment, is in- 
dicated. 
the market meet these requirements 
and at least one manufacturer (Da- 
Lite) has underwritten considerable 
research for its product. 

The angles of polarization recom- 
mended by the Polaroid Corpora- 
tion and adopted as standaard prac- 
tice is a 45’ slant to the right for 
the right eye picture and a 45’ 
slant to the left for the left eye pic- 
ture. Arranged this way it does not 
matter whether the viewers are turn- 
ed left for right or not. The earlier 
vertical-horizontal polarization axes 
required of the user that he face the 
viewers in one selected direction. 
The new arrangement requires no 
special instruction to the audience. 


Several screens now on 


For Business Programs 


* A motion-picture short of “Amer- 
ica’s “allout” surge towards com- 
plete national defense in all of its 
phases has just been released, in 
l6mm and 8mm widths, by Castle 
Films under the title America’s Call 
to Arms. Boys and men from a 
million American families are 
shown in action, learning the meth- 
ods of modern warfare, mastering 
the problems of defending the 
rights of freemen against aggres- 
sion ... in military camps... on 
the sea . . . in the air. 

Action abounds in the picture. 
Monster tanks rumble and crash all 
before them in gripping maneu- 
vers. Parachutists take their jumps 
and follow through to the attack 
with their portable equipment, once 
they have landed. White clad ski 
troops prepare for wintry and 
Arctic service. Young pilots earn 
their wings in daring air training, 
from bombing through pusuit and 
reconnoitering tactics. America’s 
strengthened navy thunders into in- 
tensive activity, patrolling con- 
tinental seas off two shores. Re- 
cruits in scores of camps quickly 
absorb the ways of mechanized 
might. The nation’s industry tools 
and switches to mass production of 
material with which to meet the 
threat from abroad. 
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In the light of present conditions, business as usual is a meaningless phrase. Progress demands change. As 
new problems present themselves, new solutions are required. Now as never before manufacturers are turn- 
ing to the business film as the solution to some of the unusual needs of the day. Growing in importance in 
all fields of industry is the use of motion pictures to clarify technical operations and to step up production 
line efficiency. The value of this medium in public relations assumes new proportions. Sales and sales train- 


ing films are geared to new tasks. 


An ability to interpret your aims and objectives, years of specialization in motion pictures with a purpose, a 
deep knowledge of their technique and potential audiences, studio facilities second to none in the film in- 
dustry—these are the ingredients which Audio offers to insure your film’s success. May we have an oppor- 


tunity to discuss the ways in which we might contribute to your motion picture planning? 


AUDIO PRODUCTIONS, INC. 


35-11 THIRTY-FIFTH AVENUE - LONG ISLAND CITY, N.Y. 








PRODUCERS OF SOUND MOTION PICTURES 
COMPLETE FACILITIES FOR TECHNICOLOR PRODUCTIONS 


and 
WESTERN ELECTRIC SOUND SYSTEM 
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GLASS-BEADED 
SCREEN 


« TOPS 


FOR KODACHROME PROJECTION” 


O. J. McGILLIS 


GREAT NORTHERN RAILWAY 


“The DA-LIT 

















Great Northerms gorgeous 
coler movie IN ALL THE WORLD” 





This expert portrayal, in sound-and-color motion pictures, of a 3-day 
trip through the Glacier-Waterton International Peace Park gives 


tourists a most attractive “preview” of the superb scenic beauty of 


this glorious vacationland. 


In presenting this film through its passenger traffic offices, Great 
Northern Railway uses Da-Lite Screens exclusively. Mr. O. J. 
McGillis, Advertising Manager writes—‘“We have always used Da- 
Lite Screens for showing our color films, for we find the Da-Lite 


Glass-Beaded screen is ‘tops’ for Kodachrome projection. It brings 


out the full brilliance and true colors of color film as no other 

O y) ty Ch y) surface can. We use an 8 ft. x 10 ft. sereen and a number of 

“ Y G lenger 52” x 72” Challengers. Because there is considerable amount of 
oan.tl & Pet. Oe 


traveling in showing our films throughout the country, we greatly 





; : : : ; appreciate the ease and convenience with which Challenger Screens 
can be adjusted in height merely by releasing a spring 


latch end raising the entensden support. Ne soperete od are handled in transit. We use Da-Lite Screens exclusively.” 


justments of the case. America's most popular screen is 


: Site st st Your pictures also deserve projection on Da-Lite Screens—the 
| also the only screen with square tubing in tripod and ex- 
tension support to hold the screen rigid end keep it screens that are used and recommended by all leading projector 
| perfectly aligned. 12 sizes from 30" x 40" to 70" x 94". manufacturers and users, producers and distributors of industrial 
\ . . . y . . 
7 of the larger sizes were recently reduced in price. films. Write for literature! 


THE DA-LITE SCREEN COMPANY, INC. 


2723 NORTH CRAWFORD AVENUE | ee 
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THESE CLIENTS CAN TELL YOU 
ABOUT THE “DIFFERENCE" IN 
SOUND MASTERS FILMS 


Aetna Life Insurance Corporation 

American Agricultural Chemical 
Corporation 

American Automobile Association 

Barrett Company 

Capital Bakers 

Consolidated Edison Company of 
New York, Inc. 

Denver Public Schools 

General Chemical Company 

General Motors Corporation 
Department of Public Relations 
Fisher Body Division 

Buick Motor Division 
Diesel Engine Division 
Overseas Operations 

Great Northern Railway 

International Business Machines 
Corporation 

Kingston Cake Company 


Libbey-Owens Ford Glass Company 


Moore-McCormack Lines, Inc. 

New Jersey State Highway 
Department 

New York State Conservation 
Department 

Public Service Corporation of 
New Jersey 

Republican Town Committee of 
Nassau County 

R. J. Reynolds 

Schick Dry Shaver, Inc. 

Seaboard Railway 

U. S. Navy Department 


Conveniently 
located in 
the heart of 


Times Square 
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There is a very tangible difference between “run-of-the-Studio" 





commercial films and those produced by Sound Master's talented 
and experienced staff of writers, directors, and technicians. 


TO PROVE OUR POINT WE SHOULD LIKE TO ARRANGE FOR YOU TO SEE 
THE FOLLOWING EXAMPLES OF THE 1942 SOUND MASTERS PRODUCT 


"Now Is the Time” 


A vital contribution to modern screen journal- 


ism ... three continents echo to the roar of 
battle . . . the rumble of the distant drum 
sounds ever nearer .. . the National Defense 


Program becomes America’s Number One Job 

. industry takes its place in the front lines 
. .. General Motors plants all over the country 
begin turning out military trucks, machine 
guns, shells, aircraft engines, bomber parts 
. . - 200,000 GM workers put their shoulders 
to the wheel with the slogan: “To Neglect 
Defense is to Invite Disaster.” 


"What So Proudly We Hail" 


Twenty-four hours in the life of an average 
American family . . . how Stanley Case of 
Dearborn, Michigan, his wife and their two 
children live well and happily on $1600 a 
year... the daily existence of one among the 
millions of families which make up the Amer- 
ican people . . . an insight into the problems, 
hopes and achievements of an automobile 
worker .. . a simple and inspiring story of the 
kind of people we are proud to cal! our neigh- 
bors. 





“Industry in the News” 


A dynamic report on the development of re- 
lations between a great industrial organization 
and the nation’s press . . . how a nationwide 
public relations staff helps newsmen tell the 
public facts about General Motors, its prob- 
lems and its management policies . . . the 
people awaken to industry's important posi- 
tion in the national economy . . . with accurate 
and reliable information ava‘lable to the press 
24 hours a day, facts about business take their 
place in the headlines. 


“Right... From the Start" 


A mid-season survey of the biggest year in 
the history of a famous automobile . . . an 
engineering analysis of Buick for 1941... a 
clear and interesting exposition of the chassis, 
engine and body features that sold an unprece- 
dented number of cars through a large and 


profitable dealer organization . . . detailed 
explanations, in animation and photography, 
of exclusive Buick developments . . . a con- 


cise summary of the facts dealers use to sell 
a car that is built right from the ground up. 


If you would like to see these 1942 Sound Masters 


productions, we shall be glad to arrange to screen 


them at your convenience . . 
New York studios. 


. either in your own office or at our 











SOUND MASTERS 


INCORPORATED 


1560 Broadway, New York City © Conveniently Located in the Heart of Times Square 
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ALL dressed up and eager with expectation, they're waiting 
to see your movie. No other medium offers you such an en- 
thusiastic, uninterrupted audience. There are more than thirty- 
four million families in these United States. How can you reach 
exactly the folks you want to talk to about your business? 


Now it’s easy. The MODERN plan of showing your mer- 
chandising or public relations film makes it possible for you to 
select audiences in all parts of the country. These audiences will 
see and /isten to the advantages of your product or service in use. 


Talking pictures can pay you the dividends you expect when 
MODERN controls the showings. By control we mean expert 
showings to the specified audiences only, with complete, 
accurate reports on attendance. 


A nationwide network of MODERN service can show any 
type or length of film nationally, sectionally or locally. To 


HERE’S THE FAMILY— 
WAITING TO SEE YOU? 


large audiences or small groups, to general or special people, 
your story will go straight to your targets. And you'll be sur- 
prised to know how little it costs to be so sure. 


Why Not Investigate Now? 


Forty-five minutes is all we need to tell you the facts about 
MODERN distribution service and how economically you can 
be sure your talking picture will be shown to the right people 
in the right place at the right time. See our records. Convince 
yourself. Phone CIrcle 6-0910, or write to 9 Rockefeller 
Plaza, New York, N. Y. 


OOER 
Maunine” 


Pat. Off. 





MODERN TALKING PICTURE SERVICE, ING. 


DISTRIBUTORS AND 


EXHIBITORS OF 


COMMERCIAL FILMS 
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TRAINING MEN TO FILL THE THOUSANDS OF NEW JOBS CREATED BY INDUSTRIAL EXPANSION FOR DEFENSE 


fae - . - : . , é industry’s most perplexing problem: 
proven ability of visual aids in speeding learning process plus savings in time and equipment make their wider use essential. (Above: Caterpillar Tractor Co, theatre) 





the 


Speed Training With Visual Aids 


@ THe Proven Asitity of audio- 
visual educational methods in 


speeding the learning processes 


now presents American Industry 
and Government with one of the 
nation’s most powerful weapons 
for the conquest of our Number 
One defense bottleneck—the short- 
age of semi-skilled labor. By 
autumn of 1941 with the comple- 
tion of the many new defense 
plants now under construction, this 
problem will have reached tremen- 


dous proportions. 


We've Mape a Goop BEGINNING 


Production and testing in the 
field of the first 
subjects in the vocational training 
program of the U. S. Office of Edu- 


cation stands as a good beginning. 


fifteen machine 


These will be offered, upon com- 
pletion, to already functioning spe- 
cial vocational classes in technical 


high schools organized under the 


direction of the Office of Education. 
They should also be used in the 
of Training 
Within Industry and made available 


upgrading program 
to the many thousands of industrial 
plants and subcontractors whether 
or not they have training programs. 

There are 5,000 operating sound 
motion picture projectors in the in- 
dustrial field; additional resources 
are available in many other plants 
to purchase and use this important 
new program. In addition the situ- 
ation calls for a complete audio- 
visual industria! program embrac- 
phases of 


ing equally important 


safety education, employee _rela- 


tions and—of the greatest signifi- 


cance—the initiation of time and 


motion study advisory programs. 


How Do Visuat Ains Work? 
* Projected pictures have unique 
powers of concentration on detail. 


They are inflexible and orderly in 


the presentation of related facts. 
Combined with their recognized ad- 
vantages of unshared attention, this 


makes for a _ powerful teaching 
force. In the field of industrial 


training, the camera can follow 
step-by-step operations, explaining 
with diagrams and animated draw- 
ing the more difficult phases, and 
stands next to actual experience in 
its power to teach. Saving time 
in the learning process, it does not 
overlook important detail, and yet 
saves time of teacher and pupil as 
well as the use of valuable equip- 
ment which might be otherwise em- 
ployed in busy defense plants. 

Not only silent and sound mo- 
tion pictures but even the common- 
place, economical filmstrip have 
proven of the great value in this 
kind of teaching. 

Beyond this point, in advanced 


stages of production, the use of 


the camera for time and motion 
study may yet prove of even great- 
er value. In many new types of 
manufacture necessitated by the 
conversion of plants for defense 
production, this science might well 
be applied. It is now being thor- 
oughly surveyed by the editors of 
Business ScrREEN and will be the 
subject of an exhaustive report in 
subsequent numbers. 

Finally, the subjects of safety 
education and employee relations 
deserve earnest consideration. The 
excellent programs initiated by the 
National Safety Council must be 
carried into every plant in Amer- 
ica where the influx of new workers 
has developed a real need for safe- 
ty controls. That these workers be 
well informed of their place in the 
defense program goes without say- 
ing. Both Government and Business 
materials 

OHC 


should use audio-visual 


extensively—and wisely. 


MOVIES AND SLIDEFILMS HELP MEN LEARN BETTER AND FASTER 
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@ THE EMPLOYMENT of motion pic- 
tures and slidefilms in the training 
of new workers in the defense in 
dustries is not a cure-all or pana- 
cea. But the wise application of 
these visual tools will help to bring 
order into the learning process 
which now faces the chaos of too- 
hasty expansion 

For these workers, as always 
must finally learn by doing, must 
profit’ by their own inveitable 
blunders and, as they acquire the 
familiarity and skill of experience. 
will eventually influence produc- 
tion curves. It is in the fixing of 
first and all-important habits of 
work, in the familiarizing these 
raw recruits with fundamentals and 
in the establishment of | basic 
methods that audio-visual methods 
can prove of the greatest benfiet. 

Basic ADVANTAGES TWOFOLD 

The basic advantages in the use 
of these aids are twofold: the learn- 
ing period is shortened for worker 
and instructor and, secondly, a 
firmer grasp of essentials is as- 
sured. In the present phase of ma- 
chine tool instruction, for example. 
the shortage of training equipment 
may be partially met by familiariz- 
ing the student with essentials 
through motion picture and slide- 
film demonstrations. Again, the or- 
derly step-by-step teaching method 
unfailingly traces each and every 
phase of instruction where the ex- 
perienced worker-instructor might 
overlook points with which he is 


familiar. In the latter instance. the 





(Above—Left to right) Films will show 
how skilled workers like this experienced 
operator do the job (Center) Rolling 
aluminum ingots for sheet metal from 
“Power for Defense’’ TVA film (and) 
scene from ‘Safety for Defense”’ slide 
film by the National Safety Council 
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production of a motion picture 
based on an Office of Production 
Management booklet Passing Along 
the Know-How has already shown 
how this medium can be employed 
in showing the experienced worker 


how to train new employees. 


Orrice oF EpucaTion Fitms 

Fullest realization of the vast 
scope of training is now to be found 
in current production of an entire 
industrial defense training library 
of motion pictures and_instruc- 
tional filmstrips by the U. S. Office 
of Education. These cover every 
phase of learning on lathes, mill- 
ing machines, shapers, drill presses 
and other production machinery. 
Reported in detail in these pages 
last month, the series is now ac- 
tively in production with the first 
set now being subjected to critical 
tests before being used in the field. 

Intended primarily for vocation- 
al school classes, these films may 
be universally adopted by industry 
for upgrading and apprentice 
training. The 5,000-odd sound pro- 
jectors now already available in 
industrial plants could well be em- 
ployed for this purpose. 


Oruer Uses ror Projectors 
* THe sound motion picture and 
the slidefilm projectors located in 
industrial plants have other uses 
One of the equally important tasks 
made even more pressing by the 
urgency of defense is that of em- 
ployee relations. Plant expansion 
with its increased hours of work 
and the pressure of constant pro- 
duction requirements as well as the 
presence of many unacquainted 
workers make for difficult working 
conditions. The American work- 








ingman realizes the importance of 
his efforts in the interests of na- 
tional defense but the wise employ- 
er will make sure that he fully un- 
derstands the relation of his task 
to the whole; that he understands 
the company’s policies. 

To this end the editors of Bust- 
NESS SCREEN have prepared a full 
report on the organization of in- 
dustrial film projection. This is to 
be made available, through the fa- 
cilities of the industry and its afh- 
liated concerns, for the use of em- 
ployers in industry and the princi- 
pal Government agencies involved. 


Sarety Means INCREASED OuTPUT 

The fine work in safety educa- 
tion of such organizations as the 
National Safety Council and insur- 
ance companies, etc., should be car- 
ried forward into industrial defense 
plants with all possible conveni- 
ence. Not only are regular meet- 





SOLVE EMPLOYE RELATIONS & SAFETY PROBLEMS 





ings on industrial safety subjects 


for supervisors and experienced 
workers of increased importance 
but the presence of these thousands 
of new men makes the problem 
even more critical at this hour. 





Defense for America Shows 
Industry's Contribution 











*TuHe National Association of 
Manufacturers reports to the na- 
tion on the progress of the defense 
program in Defense for America. 
Navigation instruments from toy 
train factories, high explosive 
shells from lawn-mower plants, ma- 
chine guns from the works of a 
company devoted in peacetime to 
the production of typewriters 
these are just a few instances of 
the adaptability of Industry as 
shown in Defense for America. 
While these amazing transitions are 





COMPARISON OF SOUND PROJECTOR UNITS 
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GERMANY 
40,000 Sound Projectors 





Based on government estimates, the num- 
ber of schools equipped with 16mm sound 
projectors in the German Reich is in ex- 
cess of 40,000 units. Latest U. S. figures* 
show that approximately 10,000 sound ma- 
chines are now being used in colleges, 
high schools and elementary schools in the 
United States. The figures are ex- 
clusive of government-owned, in- 
dustrial and theatre equipment. 


*1940-41 Dept. of Commerce survey 





U. Ss. A, 
10,000 Sound Projectors 
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Mg WITH FILMS 











shown on the screen Graham Me- 


Namee explains the new machines, 
the new techniques, the new proc- 
esses that have sprung from the 
minds of our inventive people to 
meet the urgent need. 

It is heartening to see the rate 
that combat cars, heavy guns, fight- 
ing aircraft and other machines of 
defense are rolling off production 
lines. Against this kaledioscope of 
defense progress, Graham Mc- 
Namee acts as guide through fac- 
tories at work, explaining to the 
movie audience, as he does for ra- 
dio listeners on his Saturday night 
broadcasts, how free men in over- 
alls, free men behind desks, at 
drawing boards and microscopes 
are all working together to make 
freedom prevail. 

Defense for America goes beyond 
a mere eye-witness story of indus- 
try’s defense output. Contrasting 
our way of life with that of the 
fearridden peoples of Europe, this 
film shows the quick change-over 
of America from its happy normal 
tempo to an “all-out” defense ef- 
fort to assure the preservation of 
our liberties. Oefense for America 
makes clear that we are becom- 
ing strong through a voluntary 
effort of the entire nation; that our 
might grows out of the very free- 
dom we are willing to fight to pre- 
serve. Every American worthy of 
the name will get a thrill of pride 
when he sees this patriotic picture. 

Defense for America was direct- 
ed by Leslie Roush, Academy 
Award winner, and produced by 
Paramount in cooperation with the 
National Association of Manufac- 
turers. Distribution is entirely di- 
rected to theatre showings. 
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Projectors Are Essential to Defense 
ly ARNOLD KRUCKMAN, Washington Correspondent, Lusiness Screen 








ASHINGTON, D. C.—There is a gen- 
eral. idea around the Capitol that the 
publicity brigadiers haven’t been brightly suc- 
cessful in steaming up this country about the 
War. You get the impression from the experts 
that we’ve had too much emotion, too little 
common sense, and that the gloom has been 
poured on too thickly. As you know, the OPM 
and OEM missionaries have been preaching we 
will not have enough to eat, we may have to 
shiver in our homes this winter for lack of 
fuel, and that a third of our industry may 
have to close up shop in Fall and small business 
may be wiped out in the process of helping 
to preserve democracy. All this has naturally 
caused a general incredulous sourness that has 
nothing to do with our active sympathy for 
the victims of Europe’s gangsters. No one here 
blames the Government publicity people for 
all the gospel of woe; they simply do what 
they are told, they sound off the vague thing 
called policy, they reflect the general fumbling 
uncertainty every one feels but about which 
no one seems to be able to do very much. 
Washington knows the country is all out for 
defense, but the country apparently can’t un- 
derstand why business must be wrecked. Up 
on the Hill the members of Congress are hear- 
ing from millions of workers and business 
people everywhere, in town and country, large 
and small, who want to know what kind of 
economy they’ve cooked up here that destroys 
their means of getting a living in order to make 
them safe. 

No one here blames the newspapers or the 
radio for the prevailing indifference. It is felt 
the agencies of communication have responded 
fully and generously to the Government de- 
mands. If there is any fault it is felt here it 
lies in the fact that the papers and the air 
have been overplayed with emphasis on the 
wrong things. You can overstuff any digestive 
mechanism. You can plug a song to death 
in seven or eight weeks. 


The films have only been used in the obvious 
manner, in drama and news reels. The great 
opportunity is immediately ahead. It is hoped 
here the commercial section of the industry 
will intelligently help to give direction to the 
use of films in the huge jobs ahead. Those in 
official circles who really comprehend the varied 
and wide application of films to defense hope 
the industry as a unit will tactfully help the 
Government to avoid delay and duplication and 
to achieve the most efficient employment of 
these unlimited resources. 

These are fine producers here, fine photogra- 
phers, fine script writers, fine technicians and 


distribution machinery for special objectives but 









we have not yet employed the combined talents 
of those among Government and private indus- 
try who have the ability and resources to take 
the whole business in hand and mold it into the 
comprehensive Government program that will 
give non-entertainment films the widest non- 
theatrical distribution—where this medium 
achieves its greatest effectiveness. It is not un- 
likely that the ease of rollingup numbers in 
the usual theatrical channels with short 
“newsreel” subjects has shaded the much more 
important task of achieving the real under- 
standing and definition of our national prob- 
lems that these and longer films bring about 
when shown to the people directly affected, 
whether among business, labor, agriculture or 
the millions of influential group-minded citizens 
who belong to lodges, clubs, parent-teacher asso- 
ciations, Legion posts, Granges, and the rest of 
that great organized body of Americans who 
may be counted as the active Minute Men and 
Women of our democracy. 


Government now has urgent need to take its 
visual audible message to the country, and the 
many earnest men and women who must put 
the message over, look hopefully to the non- 
entertainment commercial industry itself. Ob- 
viously it is not only a job of producing pic- 
tures, but it is a job of helping formulate plans 
for the pictures that should be produced, and 
of finding the channels through which the pic- 
tures should be given to the country. The 
U. S. Office of Education has taken the historic 
step of putting into practice sound intelligent 
commercial methods of buying the services and 
the materials of production. The Division of 
Procurement and other fundamental agencies 
heartily approve the pattern. A formula is now 
needed to guide the task of organizing dis- 
tribution, in helping the only too willing Gov- 
ernment agencies to show their films to the 
country. 


These agencies, about which more later, 
easily command at least 50,000 outlets in 
12,000 to 15,000 communities. But compara- 
tively few of these outlets have sufficient pro- 
jection equipment. Recognizing that theatrical 
channels alone cannot do the job, they are eager 
to secure the necessary equipment, especially 
since there is such pressing need for their use 
in putting life and vigor in the defense pro- 
gram. There isn’t an agency in the Capitol 
which would really hesitate to cooperate with 
the responsible forces within the commercial 
and educational film industry when the indus- 
try moves efficiently and collectively to place its 
knowledge and resources of equipment and ex- 
perience in action for national defense. 


It is less than two years since Government be- 
(OVER) 


























gan buying projectors. The biggest month re- 
corded in Procurement contracts show a volume 
of $27,000. It is only recently that the spread- 
ing and growing demand among Government 
agencies prompted the Procurement people to 
give the equipment a regular category, Class 
17, Supply 8. 

The people here are awakening to a realiza- 
tion of how extensively you can use the film 
and the projector to demonstrate the things 
workers for defense shall learn; and the things 
people should know to safeguard their health; 
and the facts and figures and practices people 
must know to make effective the great national 
nutrition drive. They are going to show people 
how to select food, where to get money-saving 
cuts, how to prepare food, and how to serve 
and eat the food to get the most nourishment 
out of it. They have planned to show millions 
by means of the film how to put into effect 
and practice the thousands of economies in 
town and country, at home and in business, in 
all the relations of daily life, to conserve mate- 
rials, labor, time and energy for defense work. 

Obviously the film, intelligently handled by 
the industry under Government planning, can 
be enormously helpful in showing people how 
to initiate a program that will enable the coun- 
try to avoid the economic disintegration and 
collapse so foolishly preached by well meaning 
The 


offers to the commercial non-enter- 


amateur economists and psychologists. 
situation 
tainment film industry one of the greatest op- 
portunities for wise and realistic social service 
that has ever come to any industry. Naturally 
the first thought is the use of the film in visual 
education, as it is being prepared by the Office 
of Education, and as it might well be planned 
for use in training in industry. 

OPM Co-Director Sidney Hillman, and Chan- 
ning R. Dooley, director of the Labor Division, 
and J. Walter Dietz, director of the Training 
Within Industry Section have almost over- 
whelming problems. 

They must furnish 4,000,000 skilled and semi- 
skilled workers swiftly, and there are few work- 
ers to supply, except those who are already em- 
ployed. The airplane industry immediately 
needs 500,000; they need 300,000 in shipbuild- 
ing, 250,000 in production of tanks and guns; 
and 100,000 in production of munitions. In 
Cleveland they need 48,500 workers such as 
assemblers, screw machine operators, engine 
lathe operators, milling machine operators, turret 
lathe operators, tool makers, die makers, weld- 
ers, core makers, molders, draftsmen, drill press 
operators, punch press operators and heaters. 
Down in San Diego, California, they need 
17,000 airplane workers; and at San Francisco 
and Vallejo they are calling for 30,000 more. 
Detroit needs 90,000; Philadelphia, 70,000; 
New Jersey, 30,000; and Wichita, Kansas, seeks 
10,000 airplane workers. These are cited as 


examples of many other similar instances. 


Messrs. Hillman, Dooley, and Dietz, recently 
announced that approximately 1,000 companies 
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working on defense contracts have installed 
training-within-industry systems in their plants, 
under OPM. The WPA also has launched a 
number of training-within-industry projects, and 
probably another 1,000 plants are conducting 
these training systems on their own responsibil- 


ity and under their own program. Until very 
recently some influential labor unions and some 
officials of the Federal Government opposed any 
form of apprenticeship in industry, outside of 
the labor union pattern. Until very recently 
the unions opposed any apprenticeship that 
might further expand the number of persons 
who might be unemployed. Most of the present 
training-within-industry is of very recent vin- 
tage. It is doubtful whether or not they have 
yet realized the full extent of the films applica- 
tion to these problems. 


Under Col. Frank J. McSherry, director of 
visual training in defense, and director of the 
same activity in the National Youth Adminis- 
tration, the use of films has been urged upon the 
industrial units. Col. McSherry guides the 
OPM in many problems connected with the 
use of films in defense training. It is generally 
understood he intends to use the films now be- 
ing made by the U. S. Office of Education in 
the training-within-industry program. 

Assistant Chief Statistician Harold Stanley, 
of the CCC, reports that in the 1,365 camps 
of this organization 38% of the chief interest 
is focussed on films that demonstrate problems 
concerned with planes and automotive subjects. 

Incidentally, the CCC is 100% equipped 
with over 1200 filmstrip projectors as the most 
economical effective means of instructional ac- 
tivity, 35.3% of the motion picture projectors 
used in the camps are 16 mm sound, and 37.8% 
are 16 mm 16.4% are 35mm_ sound, 
7.7% are 35 mm silent. The motion equipment 
consists of 1,509 projectors of which 33.6% are 
owned by the Government; 23.6% are owned 
by the CCC companies, 23% are rented and 
19.7% loaned by schools, Government agencies, 


silent; 


local agencies, towns, States, etc. 

The National Youth Administration with its 
centers and offices in 600 different places has 
l6mm, chiefly 
sound but some silent. It needs more projectors, 


only 100 projectors, chiefly 
and is eager to cooperate in any defense pro- 
gram, especially in any type of training. The 


Department of Agriculture has more than 


PROJECTORS ARE ESSENTIAL TO DEFENSE — Continued 


5,000 outlets among its county agents; home 
demonstrators and Extension Service uses both 
35 mm and 16mm sound projectors, and should 
have a large quantity of new equipment. 

The Social Security Board has upwards of 
2,000 outlets, scattered widely around the coun- 
try, and will welcome the opportunity to secure 
The Federal Home Loans Banks 
have 4,000 outlets in 2,000 communities reach- 
ing 4,000,000 persons and wants equipment. 


equipment. 


The Home Owners Loan Corporation, a similar 
organization, has upwards of 4,000 allied out- 
lets and 7,000 centers of its own in the field. 
It wishes to cooperate in any program involving 
the use of equipment. 


The Rural Electrification Administration has 
approximately 1,000 cooperatives highly organ- 
ized as outlets. It needs much equipment. The 
U. S. Public Health Service, which lately has 
embarked on an extensive film program under 
the supervision of W. Allen Luey, has upwards 
of 1,000 outlets and possesses scarcely any 
equipment. Civil Aeronautics Authority has al- 
most 2,000 outlets, and only limited equipment. 
The U. S. Office of Education estimates its 
school outlets at about 10,000. The Bureau of 
Foreign and Domestic Commerce has over 100 
outlets and is also scantily equipped. The Federal 
Housing Administration has approximately 100 
branches scattered around the country, and sev- 
eral thousand allied institutions. The Recon- 
struction Finance Corporation has over 50 main 
branches and thousands of allied institutions. 
The Veterans Administration has several hun- 
dred centers of its own and many other outlets. 

The Procurement Division has 48 State of- 
fices; the Public Roads Administration has 15; 
National Labor Relations Board, 22 regional 
offices; Federal Reserve Bank, 41 outlets; Works 
Projects Administration, 78 major offices, and 
many subordinate centers; Internal Revenue, 
68 major offices; Bureau of Narcotics, 14 major 
outlets; U. S. Secret Service, 15 centers; Rail- 
road Retirement Board, 12 major centers; Pub- 
lic Works Administration, 15 regional offices; 
Disaster Loan Corporation, 19 regional offices; 
Electric Home and Farm Administration with 
several hundred cooperatives highly organized 
scattered around the country; United States 
Housing Administration with dozens of local 
and regional outlets; Bureau of Marine Inspec- 
tion and Navigation, 49 major offices. 

The Office of Government Reports has 48 
local offices; Federal Communications Commis- 
sion, 26 local offices; Federal Deposit Insurance 
Corporation, 12 major district offices and many 
subordinate outlets; Federal Power Commission 
with 5 regional offices; Security Exchange Com- 
mission, 9 major offices; Civil Service Commis- 
sion 16 major bureaus and hundreds of subordi- 
nate offices; U. S. Employees Compensation 
Commission, 14 maior bureaus; U. S. Maritime 
Commission, 5 major offices; Immigration and 
Naturalization Bureau, 31 major offices; Depart- 

(Continued on Page Thirty-Four) 
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@ Fo tiowine EstasiisHep CHan- 
nels most Government agencies re- 
leasing short film subjects have 
directed them to theatres. Theatre 
owners have acknowledged their 
willingness to show the films and 
over 9,000 of them have signed up 
to cooperate. 

But a series of visits to Chicago 
theatres in early July disclosed 
that only one or two subjects were 
being shown in either neighborhood 
or downtown business _ sections. 
Theatre managers who publicly ex- 
pressed approval, privately shelved 
the reels. The absolute lack of or- 
ganization and frequent duplication 
that brought many subjects in a 
single week and none at all in 
many others were responsible. 
Even if these films were organized, 
they are necessarily short and can- 
not do the thorough educational 
job which is still so badly needed. 


TAKE IT To THE PEOPLE 


On the other hand, millions of 
Americans are gathering in lodges. 
clubs, at outdoor movie showings 
sponsored by merchants at conven- 
tions, and in churches where pro- 
jector equipment is either available 
or readily set up and where really 
educational films of national inter- 
est subjects will be welcomed 

In rural areas this summer of 
1941, over a million persons each 
week will be reached by traveling 
operators. No subjects have been 
provided for these men. In indus- 


AUDIENCES LIKE THESE THROUGHOUT RURAL AMERICA should be getting the message of defense. 








MILLIONS OF AMERICANS 
AWAIT DEFENSE PICTURES 








trial plants there are 5,000 operat- 
ing projectors in use for training, 
for safety education and for em- 
ployee gatherings, many of them 
sponsored for noon-hour entertain- 
ments. 16mm sound motion pic- 
tures can hold the attention of 
these audiences for a half-hour or 
more. In other words they can stay 
on the screen until the story is told 
and reach the very people not to- 
day being adequately reached. 


THERE ArE Many OTHER FIELDS 


In these pages our Washington 
correspondent has pointed out the 
large number of outlets possible 
through government field agencies. 
These and the schools (with 10,000 
sound projectors) should be util- 
ized in nationwide planned distri- 
bution of film subjects. The value 
of the medium is unquestioned. Let 
a brief review of the record-break- 
ing distribution figures of recent 
commercially sponsored reels offer 
testimony to its effectiveness: 

For the Westinghouse Electric 
and Manufacturing Company (The 
Middleton Family) a total of 
7,000,000 persons saw the Com- 


pany’s fifty-five minute film; 
1,000,000 saw the Live Stock & 
Meat Board sponsored Meat & Ro- 
mance in its opening distribution 
phase; one Dodge film (Wheels 
feross Africa) has been shown 
23,116 times to 8,143,127 persons 


Visual Aids and the CCC 


* Howarp W. Ox .ey, director of 
CCC Camp Education, points out 
how the use of visual and auditory 
aids can be employed to advantage 
by the instructor. Presently about 
10 per cent of all camps have or- 
ganized radio listening groups and 
10 per cent conduct specialized 
classes. The radio programs are 
used to provoke discussion from 
which general information can be 
elicited. 


RECORDINGS ON CITIZENSHIP 


Recordings of educational broad- 
casts have been used in citizenship 
courses in camps in Virginia and 
Pennsylvania. These recordings 
have been favorably received by 
the auditors and plans are contem- 
plated to expand the effort in other 
camp areas. Before these record- 


road show operators through national distribution facilities; others gather regularly in Granges, Farm Bureau Meetings, 


other events where the task of projecting educational 





reels is a comparatively simple but very effective means of telling and selling America the national defense effort. 


Two million of them 


ings have been used, it has been 
felt wise to preface the audition 
with remarks pertinent to the re- 
cordings and a discussion and ques- 
tion period concerning the presen- 
tation. 


AupiTory Facinities ALso 


Dr. Oxley further points out the 
importance of co-ordinating visual 
aids with auditory facilities. Some 
350 camps are equipped with opa- 
que projectors which can be readily 
used to show illustrations such as 
relevant book, magazine and news- 
paper items. Versatility and in- 
genuity on the part of the instructor 
is a big advantage. With approxi- 
mately 1000 camps equipped with 
16-millimeter sound motion-pic- 
ture projectors; 47 camps with 35- 
millimeter projectors and 300 with 
16 millimeter silent-picture projec- 
tors, it is evident that the tools are 
at hand to produce a co-ordinated 
program that will engage interest- 
ed attention in most camp audi- 
ences. 

An average of 7500 educational 
films are displayed in tri-C camps 
each month. Silent strip films are 
in use in 1200 camps and another 
1000 have sound strip projectors. 
By skillfully fitting the use of this 
equipment into a comprehensive 
and co-ordinated plan, the result 
obtained is stimulating both to the 
audience and to the instructor him- 


self. Happy Days (CCC paper) 


are easily reached by organized traveling 
village squares, on fairgrounds and for 



























CURTISS-WRIGHT 


MEETS DEFENSE EMPLOYEE’ PROBLEMS WITH PICTURES 
































@ In the 20 months since Danzig 
was shelled to start World War II, 
the Curtiss-Wright Corporation ex- 
panded its manufacturing facilities 
from 5 to 15 plants to meet the 
urgent military needs of an aroused 
America. One of these, the 50-acre 
Wright Aeronautical plant at Cin- 


cinnati, is the largest industrial 
aircraft unit in the world. 


During this period of rapid 
growth, Curtiss-Wright’s output of 
planes, engines and propellers sky- 
rocketed to an astounding figure 
a total of 25 per cent of all the 
major aeronautical equipment made 
in the Western hemisphere. 
CREATED EMPLOYEE PROBLEMS 
The 


crease in personnel created a seri- 


correspondingly vast in- 


ous employee-relations’ problem. 
The factories had become so gigan- 
tic that men in one department knew 
little or nothing of what went on in 
the next. Still less did they know of 
the operations in the wide-spread 
plants of the Corporation’s other 
divisions. Stranger yet to the whole 
picture were the scores of thousands 
of men in the thousand and more 
other companies at work manufact- 
uring additional parts for Curtiss- 


Wright 


pellers. 


planes, engines and pro- 

To acquaint this mammoth in- 
dustrial family with its own affairs 
was the problem. Far-sighted man- 
agement it with a 
industrial medium 


solved modern 
motion pictures. 
PicTURE ProGRAM INITIATED 
Mr. G. W. Vaughn, President of 
Curtiss-Wright Corporation 
Wright Aeronautical 
initiated a comprehensive picture 
program to augment already func- 
tioning plans to weld his enormous 


and 
Corporation, 


organization into an_ integrated 
whole. The aim of this program 
was to show each man how his 


meshed into the 
complicated mechanism of creating 


particular job 


modern air America. 


Audio 


selected to produce this important 


power for 
Productions, Inc. was 
series. It was imperative to reduce 
interference to a minimum with ex- 
ecutives and plants working at peak 
production on National Defense or- 
handle this other 
highly specialized aviation assign- 


ders. To and 
ments, Audio organized an aviation 
division experienced in military and 
commercial flying, flight training, 
and aircraft and parts production. 
To date this unit has put into pro- 
duction the following pictures in 
the Curtiss-Wright and Wright Aero- 
nautical Corporation’s programs: 
* * * 


(Left) Scenes from recent Curtiss- 
Wright film productions now being com- 
pleted in the Long Island studios of 
Audio Productions, Inc. 






Curtis WriGHT ANSWERS THE 
CALL FOR QUANTITY (completed) 
Narrated by Lowell Thomas, this 2 
reel sound motion picture was shot 
at the Buffalo plant and airport of 
Curtiss-Wright’s Airplane Division. 
It gives the audience an unforget- 
able insight into the mass manufac- 
ture of the famous P-40 fighting 
planes from raw materials to active 
service in the Air Corps. 


Curtiss-WRIGHT Expanps 


FOR 
NATIONAL DEFENSE. (completed) 
Also narrated by Lowell Thomas. 


this 2-reel sound motion picture was 
made at Lambert Field and the St. 
Louis plant of the Airplane Divi- 
sion. Here are shown the building 
and flight tests of interceptor- 
fighters and the giant CW-20 Army 
cargo transport, the largest twin- 
engine ship in the world. 

Wricut Buitps For Air SupREM- 
acy. ( Completed) 
Lowell this sound 
motion picture was photographed in 
the Paterson plants of the Wright 
Aeronautical Corporation. It shows 
the highlights of the 80,000 opera- 
tions and the 55,000 inspections 
which go into every Wright Cyclone 
14-cylinder engine. This is an im- 
pressive 


Narrated by 


Thomas, 2-reel 


demonstration of how 
horsepower is built for air power. 
ELECTRIC PROPELLERS. 
Title) In the editing 
stage is a 2-reel sound motion pic- 
ture shot in the Caldwell, Clifton 
and Pittsburgh plants of Curtiss- 
Wright’s Propeller Division. This 
picture will show the major opera- 
tions in the manufacture of dural 
and hollow-steel blades, the electric 
power units and other parts which 
make up the modern electric pro- 
peller now used on almost every 


CuRTISS 
(Hh orking 


type of military, naval and com- 
mercial airplane. 

Wricut Power In Air Power. 
(Working Title) Also in the editing 
stage is a 5-reel sound motion pic- 
ture for Wright Aeronautical Cor- 
Made in the Paterson 
plants of the company, it is a semi- 
technical presentation of the fabri- 
cation 


poration. 


and assembly of 
14-cylinder 


cooled engines. 


high- 
powered radial, air- 

CycLONE Comspustion, (Working 
Title) 
sound motion picture in technical 
animation for Wright Aeronautical 
Corporation. The first picture of 
its kind on this subject, it will 
illustrate and explain the mechan- 
ism of combustion and detonation 
in a 


In production is a 2-reel 


125-horsepower Cyclone 
cylinder. 

Plans for the distribution of the 
pictures 


are not as completed. 





Business Screen 

















@ WITH THE COMPLETION of a nationwide sur- 
vey of Civilian Pilot Training Schools by 
Business SCREEN, factual evidence of the value 
of visual aids to defense is now available. Fifty- 
one schools comprising a 1941 enrollment of 
2.417 students reported on the use of a slide- 
film training series (described in these pages 
last issue) which had been given to a total of 
2.895 students, including previous classes. 

Eighty percent of the schools answered affir- 
matively to the questions: “Have slidefilms 
helped students make better grades?” and “Have 
slidefilms helped speed learning?” High per- 
centages of increased learning were reported in 
numerous instances with actual time hour savings 
for instructors and pupils. Interest, increased 
confidence, better understanding, and proven 
cases of higher results obtained for slidefilm 
trained classes—as compared to those trained by 
ordinary methods—were among the reported 
benefits noted in the survey. 

The schools surveyed were those supplied 
with the complete kit-sets of the Pilot Training 
Course produced by the Jam Handy Organiza- 
tion. These comprised a series of 24 reading 
(silent with titles) slidefilms projected with 
SVE equipment and included such titles as The 
fir Ocean, Engine Instruments, Fuel & Feed, 
etc., the complete set covering all phases of 
ground school training on power plants, aero- 
dynamics, navigation regulations, and general 
background. Regulations, Meteprology, and En- 
gine subjects were rated most: helpful by the 
schools reporting. in the order named. 


ComMMENTS ReveaL VALUE oF VisuUAL METHODS 


Typical comments received in the survey were 
most revealing and clearly show the value of 
this type of training in the mass production of 
badly-needed pilot material: 

“We have used your film slides very exten- 
sively and have obtained considerable value 
from them. You would be interested to know 
that one of our instructors, teaching the course 
in Meteorology for one of the sections, did not 
use the film slides: whereas another instructor 
in another section of the same class, did use 
the film slides. In the first case, there were six 
students who did not satisfactorily pass the 


SURVEY PROVES VALUE OF VISUAL AIDS 


Number Six I94I 





CPT students and co-ordinator Hilton F. Lusk (rear row, extreme left) at Sacramento Jr. College, California. 


SLIDEFILMS TRAIN PILOTS 


C. A. A. examination, and all of the other sec- 
tion satisfactorily passed. In other words the 
instructor who did not use the film slides lost 
six students, and the instructor who did use the 
film slides trained his students so that all of 
them passed. 

“It is my opinion that both instructors were 
just about equally well-acquainted with the 
principles of Meteorology and equally good 
teachers. I feel that the use of the film slides 
would probably have made the difference as far 
as the success of these students was concerned. 
This was done more or less as an experiment to 
see whether or not the film slides had real value. 
I am now convinced that they do have value, 
and as Coordinator, will see that our instructors 
do use the film slides in all of the subjects for 
which they have been prepared.”—Hilton F. 
Lusk, CPT Coordinator, Sacramento Junior Coll- 
lege, Sacramento, California. 


“HicH PERCENTAGE OF STUDENTS Pass Exams” 


“We had a high percentage of students pass 
their CPT exams after the class in which these 
slides were used. I highly recommend these 
slides to any CPT ground school class.” —Board 
of Education, Ogallala, Nebr. 

. .“Presents orderly and logical succession of 

learning steps. Saves much time in instructor's 
blackboard drawings; uses simple illustrations 
and comparisons which fix ideas in student's 
mind by association. Can be used by students 
for individual review work. I consider the Jam 
Handy Pilot Training kit the most valuable 
teaching aid for primary pilot training which | 
have ever used or come across, and the students 
are very enthusiastic about it. We can cover 
subject matter much more rapidly, and consider 
that the results are decidedly superior to the 
lecture method.”—Franklin & Marshall College, 
Lancaster, Pa. 
.“Given instructors opportunity to compare 
their work with a standard. Made possible a 
thorough make-up period by students without 
full time by instructor. Films always available 
to students for out of class discussion.”—Uni- 
versity of Nevada, Reno, Nevada. 

. .“We are a Norwegian Air Force training in 
Canada in which all students are Norwegians. 
























“Have been using the slidefilm method of in- 


struction for pilots and mechanics and must 
say it is doing the work in a manner which is 
far above the average methods used in many 
schools in Canada and the States. 

“Owing to the pupils taking instructions here 
being Norwegians, at first we were a little dis- 
turbed about slide-film possibilities, but they 
soon grasped the method and its relation to the 
aircraft we are using here. Now everything is 


(Please turn to Page 22 












@®@Typical 
subject inthe 
complete 
new series of 
slidefilms in 
the Pilot 
Training 
Course. 


this weight is 
as the 
aif 


IN CPT TRAINING 
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@ A Most Unusuat film has re- 
cently been produced for the Sono- 
tone Corporation, nationally known 
manufacturer of hearing aids. For 
the first time a portion of the sound 
track has that 


sound is produced as it would seem 


been recorded so 


to a deaf person. It is not pleasant, 
rather distorted radio music coming 
through a long lead pipe, but it is 
this sound which inspired the film. 
For the Sonotone hearing aid, as 
so vividly shown in the picture, cor- 
rects this distortion and brings to 
the sounds to the deaf exactly as 
those with normal ears hear them. 
The film story is of a man who is 
deaf. He doesn’t quite believe it 
He knows there is a slight impair- 
ment—but nothing serious. Gradu- 
ally he realizes, however .that some 
thing is causing his lack of promo- 
estrange 
ment After the 
full shock of the realization that he 


tion in his business and 


from his family. 


is seriously deaf hits him, and the 


thoughts of _ self 
destruction have been conquered, he 


first fleeting 


















THESE NEW FILMS MAKE SALES 


@ Does your company have many 


deferred prospects—potential cus- 
tomers who just “haven’t made up 
their minds”? Why not try a “home 
movie” show right in the pros- 
pect’s own home? 

This method is again being used 
successfully by distributors of the 
Johns-Manville Corporation in sell- 
ing rock wool home insulation. 137 
prints of Johns-Manville’s latest 
sound film, The House That Nobody 
Wanted, are now being shown in 


prospect's homes throughout the 
country. 
There is a good psychological 
angle to “home movies” in the pros- 
pect’s own house. 16 mm. sound 
films are somewhat of a novelty in 
many homes, and a showing right 
in the parlor is unusual enough to 
attract considerable good will for 
the salesman, especially since his 
film is not only educational but in- 
teresting and dramatic as_ well 
J-M salesmen take well to the films 
(this is the company’s fourth) and 
there has been very little 
trouble in getting the 
films into constant use. 
The possible objec- 
that his time 
was too valuable to 


tion 


spend showing 


movies has been 
counted by 


reports of 
the men. 


sad 
ca 
* 
+ 
* 
ad 


we 


entirely dis- 


enthusiastic 


Ie 











FILMS AND MERCHANDISING GO TOGETHER 
attended showings arranged by Castle Films for Sunkist products. 


SUNKIST PROMOTION 


* We have noted with a good deal 
of satisfaction lately the growing 
use of 


motion pictures for con- 


sumer education in department 
Certainly they are one im- 


step in 


stores. 
portant refuting constant 
consumer demands for more infor- 


mative matter in advertising, so 


strongly indicated at the recent 
A.A.A.A. convention. For these 


films do contain considerable in- 
formative material. Such pictures 
as Meat and Romance, Coty’s Color 
Song, Citrus on Parade, Refresh- 
ment Through the Years and Love 
In the Kitchen, do not just say 


‘buy’, or even “buy, because... ’; 
they say. “this is our product, this 
is how we make it, and this is how 
you may use it.” 

That 


these 


consumers do appreciate 
films was put 
rather well at a recent show- 
ing of Citrus on Parade at 
R. H. Macy’s Home Cen- 
tre: A nice old lady 


seeing 


educational 


our reporter 
in this. strictly 
feminine gath- 
ering,and 
taking 







i 


in the well- 


him for a representative of the Sun- 
kist people, said, “Young man, | 
enjoyed your picture so much; I'm 
going to visit my daughter in Cali- 
fornia this summer and I want to 
visit your packing plant all over 
again, just as I saw it in the movie.” 
Our man took the liberty of telling 
her that she'd certainly be welcome. 
many of the 
ladies went right out and bought 
Sunkist fruit, but we do know that 
they know the fruit is good. Inci- 
dentally, we also know that Macy’s 
sold a lot of squeezers, fruit knives, 


We don’t know how 


and other accessories during the 





week of the showings. 

Each day, during the week of the 
Macy showings, Castle Films (dis- 
tributors of the film) invited vari- 
ous famous chefs and salad experts 
from the large hotels to create a 
special salad made of Sunkist fruits 
for the large audience of ladies in 
attendance. These salads were also 
featured in the restaurants of the 
hotels and Macy’s. This is the sort 
of tie-up that insures a successful 
film showing. Business film pro- 
duction has always gone on the 
that better showmanship 
means more and better sales. We 


premise 


think it is equally true in bringing 
the film to its audience. 
Bob Seymour 








finally. as a last resort. consults 


Sonotone. Then he realizes that 


hearing aid is no more terrifying 


than eve-glasses and is rehabilitated 


in his business and his home. 


The Sonotone picture runs about a 
half-hour and is designed for show- 


ings to non-theatrical 


Throughout the film, 


the dramatic sequences, are scenes 


showing the historical background, 


research, and 
hearing aid. B. K 


producer. 


audience cs 


punctuating 


manufacture of the 
Blake was the 










































SONOTONE’S NEW TALKING 
PICTURE presents the dramatic 
scenes shown above. (Distribution 
by Modern Talking Picture Service.) 





























PROFITS FOR HARDWARE DEALERS 


@ A TALKING MOTION PICTURE, the 
success story of a hardware store, 
has been produced for the Reming- 
ton Arms Company, Inc., for show- 
ing hardware dealers throughout 
the country the way to increased 
profits. Hardware dealers who 
have seen the picture in national, 
state and local associations, as well 
as those in cooperative and asso- 
ciation group meetings, are re- 
sponding eagerly with a chorus of 
praise for the film and of goodwill 
for Remington. 

In the first three months of the 
picture’s distribution, 21] state hard- 
ware conventions have either shown 
One Man Listens or scheduled it for 
the future, as have 8 local conven- 
Association 
group meetings and 75 cooperative 


tions. 163 Hardware 


meetings. In addition, a large elec- 
tric company has arranged to show 
this film at dealer sales meetings to 
be conducted during September. 
There will be 250 of these meetings 
with a combined audience of 12,000 
dealers. 


Mopernizinc His MeTHOops 


One Man Listens shows how Jim 
Andrews, an old-fashioned hard- 
ware dealer, modernizes his meth- 
ods. He re-arranges his store to 
make it more attractive and an 
easier place in which to buy. He 
plans his window displays to tie in 
with other promotional activities 
and goes in for a definite campaign 
of advertising, using all manner of 
promotional and advertising aids 
furnished by the manufacturers and 
wholesalers with whom he does 
He learns how to sell re- 
lated items, thinks up new ways of 
getting people into the store by ap- 
pealing to their hobbies and keep a 


business. 


weather eye on every developing 
sales possibility in the community. 
One Man Listens contains almost 
no direct plugging of Remington 
products and even its incidental dis- 
play of Remington goods in Jim 
Andrews’ store is restrained. 
Advice and counsel of nationally 
known merchandising experts was 


secured in making this picture, 













among whom were National Retail 
Hardware Association staff mem- 
bers who conferred with Remington 
representatives concerning the film. 
Preparatory to shooting the pic- 
ture an entire model hardware store 
was built and stocked with mer- 
chandise inside the Jam Handy mo- 
tion picture studios at Detroit. 
Deacers Are ENTHUSIASTIC 
Hardware merchants who have 
seen the picture are enthusiastic 
about the help it gives. One dealer 
said he had listened to numerous 
lectures on the same subject but this 
was the first he had seen and under- 
stood. Remington representatives 
reported than many dealers, whom 
it had been hard to get next to, 
warmed up after seeing the picture. 
Some of them who had not at first 
taken advantage of the opportunity 
to have their sales staff see the pic- 
ture, made arrangements for them 
to do so. One Remington repre- 
sentative reported that, in a certain 
rural section of Louisiana, dealers 
and clerks were so appreciative of 
the manufacturer’s interest in them- 
selves and their welfare that he 
knew of nothing that had ever been 
done by his own organization or 
any other that had made more im- 
In many cases, after a 
picture showing, dealers would seek 


pression. 


out a Remington man and tell him 
an order was waiting any time he 
cared to call for it. 
SELLING Experts Praise It 

Not only are dealeres enthusias- 
tic, but authorities on hardware 
selling praise the picture. The Na- 
tional Retail Hardware Association 
sent out a letter to all state secre- 
taries urging that the picture be 
shown at state hardware conven- 
Hardware business periodi- 
cals devoted feature stories to it. 

In all, as many kind words have 


tions. 


been said about this picture as have 

ever been said about any industrial 

motion picture. Nor is the tale yet 
told, for the picture still continues 
on its rounds, stimulating the Jim 

Andrews of the country to greater 

achievements. 

PICTURE CREDITS 

Returned to Life 
produced by B. K. 
Blake. 

The House That No- 
body Wanted by 
Luther Reed. 

One Man Listens 
by the Jam Handy 
Organization. 

Story of Diesel by 
Roland Reed. 

Visit to Armour’s 
slidefilm by Wil- 
ding Pic. Prods. 

Industry in the News 
by Soundmasters. 



























REMINGTON SHOWS 
HARDWARE FIELD 


¢ Sound motion pic- 
tures that teach the re- 
tail hardware dealer 
some new tricks have 
been sponsored by the 
Remington Arms Com- 
pany. The new film, 
titled One Man Listens 
is currently popular 
with dealers and their 
trade groups who have 
already seen it and has 
a long list of showings 
scheduled ahead. 












































































THE STORY OF 
RUDOLPH DIESEL 


* Because his historic 
contribution to engine 
design has _ revolution- 
ized motor transport 
and is currently play- 
ing a tremendous role 
in modern warfare, The 
Story of Rudolph 
Diesel, sponsored by 
the Standard Oil Com- 
pany (California) has 
unusual interest. The 
picture is being shown 
to dealer and trade 
groups, particularly en™ 
gineers, in the Com- 
pany’s territory. 


VISIT ARMOUR 
VIA SLIDEFILM 


© A Trip Through the 
Stockyards has long 
been an event of un- 
usual interest which is 
now shared by schools 
and adult groups 
throughout the country 
through the medium of 
reading and sound 
slidefilms available 
through the _ sponsor- 
ship of Armour & Com- 
pany, nationally known 
packing concern. Book- 
lets are furnished with 
the pictures where 
sound equipment is not 
available. 





JOHNS - MANVILLE 
HOME SHOWINGS 


* Taking motion pic- 
tures into the home is 
not a new idea but the 
way in which Johns- 
Manville salesmen pre- 
sent the new film The 
House That Nobody 
Wanted the plan is pro- 
ducing plenty of sales. 
The personalized home 
showings get plenty of 
attendance — including 
the neighbors — who 
like movies too. 






































TLE at a TT 


GM'S INDUSTRY 
IN THE NEWS 


* How a big corpora- 
tion helps the news- 
papers get important 
facts is told in this 
General Motors movie 
Industry in the News. 
It tells a swiftly-mov- 
ing, realistic story of 
events and their trans- 
lation into the printed 
word of the dailies. 











Engineers use the advantages of Chronokinog- 
raphy to check the smoothness and power of 
deceleration of a modern passenger car 


A skater’s movements in acrobatics and the 
flight of a bird as it comes to a stop are 
analyzed by the Chronokinography camera man 








ou® 


FOR INGENUITY 


@ CHRONOKINOGRAPHY! There’s a 
new word for you! It’s another 
first in motion picture production 
and it came from the industrial 
field. It's a word which, in addi- 
tion to letting a lot of athletic se- 
crets out of the bag, carries a 
host of engineering implications. 

Hold It, Please, a recent one- 
reel picture is the first production 
to employ this new time study pho- 
tography, a technique which visual- 
izes the rate of motion. Here it is 
used to show deceleration (de- 
crease of speed to you) in the safe 
and smooth stopping of the modern 
automobile. The perfection of the 
stop is measured by the relative 
size of the spaces between given 
points in the wheel images. A spe- 
cial graph placed over the picture 
offers scientific proof of the rate 
and smoothness with which the car 
decelerates or loses speed as it 
comes to a stop. 

But the picture does not confine 
itself to motor cars. The members 
of the Hotel New Yorker Ice Bal- 


let. a fish—not of the sea but of 


oNOKINOGR4|p 
the newest word 


INDUSTRIAL FILM PRODUCTION 


and a dove are all 
actors in the drama of chronokin- 
ography. 


a glass tank 


A skater sails through the air 
as he jumps over a barrel and is 
photographed in each split second 
of his flight so that instead of see- 
ing one image on a frame you may 
see a score. You measure the rate 
of speed at any given time by the 
distance between any fixed identi- 
cal point in two images. 

A girl tosses a ball into the air 
and chronokinographic shots show 
dozens of images which help us to 
estimate the difference in the 
speeds at which the ball travels 
from the time it is thrown until 
it is caught. Chronokinography 
also reveals that a fish stops in 
the water by adroit maneuvering of 
the tail and by a rapid retarding 
movement of the two large flippers 
standing out from the body just 
below the head. It shows, too, how 
the outstretched wings and fanned 
tail of a bird create enough drag 
for a quick safe stop. 

The method can be used in many 


iy, 


ways. By it a golfer can study the 
good and bad qualities of his vari- 
ous strokes. It can tell a boxer 
more about his attack and defense 
than any living fistic expert. It 
can be used in traffic studies to help 
estimate the rate of speed at which 
cars are traveling along the high- 
way. It can serve as a detective 
in rug making and weaving to un- 
cover fault machinery and proce- 
dures; it can be employed in 
studies of manual movements of 
workers to disclose unnecessary or 
false moves; or again it can be 
used in a study of gears to discover 
whether or not too much play ex- 
ists in the machinery. 

So all hail, Chronokinography, 
the new scientific photographic 
sleuth developed in the studios of 
the Jam Handy Organization to un- 
cover all sorts of athletic, zoologi- 
cal and industrial secrets so that 
no movement of the fishes of the 
sea, the acrobats of the stage and 
screen or of any sort of operating 
mechanical equipment can escape 
its penetrating analysis. 


(Below) Camera equipment and apparatus for study of the bird’s flight with the final result shown in the picture at left below. 
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@ From Moo to You, a new ani- 
mated color cartoon subject starr- 
ing Elsie, the Borden cow, has been 
completed by Caravel Films, Inc. 
The subject was designed primarily 
for widespread school distribution 
though some theatrical distribution 
is contemplated. It was premiered 
in Boston at the recent N.E.A. 
convention. 

This film is distinctive in that it 
the highly 
quality of the animated cartoon in 


utilizes entertaining 


presenting a serious educational 
story. It deals with the elementary 
but fundamental 


ciple 


economic _ prin- 
in general that services have 
a momentary value, and specifically 
the milk necessary costs more in the 
city than it does in the country. 


Eisice TELLS THE WHEREFORE 


After establishing the need for 
the purchase of milk for the use of 
a family on a picnic in the country, 
Susan, an eight year old girl is 
puzzled the from 
whom she has purchased a quart of 


when farmer 


milk, returns some change. In re- 
tiring to the scene of the picnic, 
Susan comes upon Elsie who pro- 
tell the 
wherefores of the change. Starting 


ceeds to her whys and 
with the premises that: 

“When you buy milk at the 

farmers door, 

You pay for the milk and 

nothing more.” 
Elsie proceeds in logical sequence 
to review the steps and the respec- 
tive costs involved in the production 
and distribution of fluid milk for 
city consumption. 

By use of the flash-back we fol- 
low the steps being described by 
Elsie—from the health tests being 
performed on Elsie herself, through 
the country station where the milk 
the performed 
transportation to the city, 
pasteurization, bottle cleaning, fill- 


is received, tests 


there, 


ing, capping, crating, and door to 


door delivery—all instructive but 



































BORDEN CARTOON STARS ELSIE 


handled in a free and amusing man- 
ner which is peculiar to the ani- 
mated cartoon technique. 

The film has just been completed 
in the animation studios of Caravel 
under the direction of Jack Semple 
and George Rufle and with an orig- 
inal musical score by Sam Mor- 
genstein. 


Five MontTHS IN PRODUCTION 


With a running time of nine min- 
utes, the subject has heen in pro- 


duction for five months. Some 
twenty - five thousand drawings 


were necessary to complete its pro- 
duction as were the services of fifty 
artists, writers, and technicians ex- 


clusive of musicians, voices, and 
recording and laboratory techni- 


cians. Photographed entirely in 
Technicolor in the Caravel studios 
this subject is an example of the 
successful application of an ac- 
cepted and established theatrical 
medium to a specific purpose in the 


commercial field. 


DAIRY PREMIERE 


* Members of Midwestern councils 
of the National Dairy Council were 
the audience for the premiere of the 
non-theatrical 
Learns To Fly at their annual sum- 
mer conference Saturday, June 28, 
in the Edgewater Beach Hotel, Chi- 


cago. 


version of America 


A shorter version of the picture 
is now being distributed to theatres 
in their territories by local councils. 
The longer production will be used 
by the councils in schools, churches, 
clubs and other organizations. Bur- 
ton Holmes Films, Inc., was the pro- 
ducer. 

Motion pictures produced by lo- 
cal councils and Metropolitan Life 
Insurance Company's Proof of the 
Pudding, produced by Paramount, 
the National 
Dairy Council’s conference. 


also were shown at 





NEWSWORTHY FOR NATIONAL DEFENSE 


is the Dodge-sponsored ‘‘Army on 


Wheels” which has played in theatres throughout the country during recent months. 
The marquee is that of Manhattan's Airline News Theatre in the new Air Terminal 


AIRLINES NEWS THEATRE 


whe, fi in a 





Number Six 





@ Modern Pack- 
aging magazine 


the 
nation-wide appeal 


has harnessed 


of a down-to-earth 
family to tell the 
story of packaging 
to the 
of America. 


consumers 


In a new motion j 
picture Packaging- 
the Bounty of a 
Nation, the 
stor y of 


dra- J 
matic 
packaging in our 
every day lives is 
told. The film 
story is told in 
conjunction with 
an all-color pre- 
the 
outstanding pack- 


sentation of 


ages of 1940, win- 
ners in the maga- 
zine’s competition. 





Ford's Blitz Film 
* Now being shown in 
dealer salesrooms 
tionally is the 
Ford Motor Company 
Ford Recon- 


naisance Scout Cars. 


STANDARD OIL 


* Forty-five minutes of screen time 
much 
who see Standard Oil (California) 


na- 
new 


movie 











will seem shorter to those 
Company’s newest production,7The 
Amazing Legacy of Rudolph Diesel. 

Granting both sponsor and pro- 
ducer an interesting 


to build a 


unusually 
character with whom 
biographical background, still due 
credit must be given both parties 
for not falling into the frequent 
channel of commonplaceness and 


making the most of the opportunity. 


Goop ENTERTAINMENT FEATURE 

Based on a story by Gene K. 
Walker, with the screenplay by Ar- 
thur Hoerl, the production follows 
the accredited pattern for successful 
entertainment features—and no 
its 
balancing of problem, conflict and 
solution. Lacking only the femine 
interest of the theatrical film, the 


necessarily technical portions of the 


class “B” product, either—in 


film have been lavened with crisp 
dialogue, neat humor, and effective 
“screen business,” so that even the 
layman is buoyed accross the pas- 
sages of science. 

Beginning in 1936, the story pre- 
sents the problem of a construction 
engineer, Uncle Ralph, played by 
Herb Rawlinson, in getting diesel 
equipment to function without in- 
terruption, and the interest of Paul, 
his nephew who is in Standard 


Oil’s research laboratory—played 





FILM OF DIESEL 


by Ralph Byrd 
Their discussion opens the way for 
a cut-back to 1893 and to Dr. Die- 
sel’s failure to gain support for his 


in the problem. 


new engine, the construction of a 
second model after the first has ex- 
ploded—this second is authentically 
reproduced in the film—and the ac- 
ceptance of the engine on land and 
sea. The sequence ends with the dis- 
appearance of the inventor from a 
channel boat during a croosing to 
speak before the British Admiralty 

The last scenes, following road 
tests and successful marketing of 
the product, show diesel equipment 
at work, Dr. Diesel 
over them in double exposure to 
make a plea for the use of his in- 
vention not for destruction but for 


and appears 


creation for good to mankind. 


THE Propuction CRepITs 


RCA 

for 
showings, the four-and-a-half reels 
produced by Roland Reed, 
with Bob Beche as assistant pro- 
ducer. Nate Watt directed, Bob Pit- 
tock handled camera, Frank Dewar 
was cutter. Musical Director Al Col- 


Filmed 35mm_ with 


sound 


on 


and reduced to 16mm 


were 


ombo’s original score was effective. 
Intended for showings to all man- 
ufacturers of 


diesel equipment. 


users and operators of equipment, 


schools and colleges, the film may 
well find a small but highly in- 


H.L.M. 


terested lay audience also. 























































































































































































































































































































































@ THis article is addressed to the 
sales manager who views with com- 
bined 


interest and hesitation the 


impressive library of syndicated 
sales training films available today 
on a rental basis. 

SALESMANAGER: Mr. Borden, | 
am unquestionably interested in the 
syndicated sales training film. 

I realize it makes available to me. 
for a nominal rental fee, a sales 
training message more dramatic and 
interesting than I could possibly 
create for myself within the limita- 
tions of my own company’s sales 
training budget. 

But I hesitate to use a general 
film when my business is a particu 
lar business. Don’t you agree, Mr. 
Bordon, that my business is differ- 
ent? 

Borpen: It’s different, all right. 
Every different 
just as every golf course is differ- 


business is 


ent. 

If you want to win on the Briar- 
cliff golf course, you play a differ- 
ent game than you do when you're 
out to win on the Meadowbrook 
golf course. 

But no matter what course you 
play, there are certain fundament- 
ally right things you always do. 

You always assume a basically 
correct stance ... grip your club a 
certain fundamentally sound way 





HOW YOU CAN USE SYNDICATED 


SALES FILMS 


.... keep your eye on the ball... 
follow thru! 

SALESMANAGER: I see your point. 

Selling, in a way, is like golf. 
Certain fundamentals of good pro- 
cedure must be observed, no matter 
what “selling course” you play. 
about the APPLICA- 
TION of those fundamentals to the 
special requirements of an individ- 


But how 


ual business. 

Isn’t that where the syndicated 
sales training film falls down? 

Borpen: Not if it’s well con- 
structed! 

The well constructed syndicated 
training film makes your salesmen 
the “hero of the show” .. . by 
asking him to APPLY and ADAPT 
as the film progresses. 

consider the 
training motion 
picture entitled: The Autopsy of a 
Lost Sale. 

The very second the curtain rises 
on this training production, the 
process of application and adapta- 
tion begins. 


For instance 


syndicated sales 


Let me quote the opening remarks 
made by the narrator in this film. 


by Richard T. Borden 
SALES CONSULTANT AND LECTURER 


Says he, to your salesmen: 
“Think of an important sale 
you tried to make recently and lost. 


Having thought of it . . . keep 

thinking of it while I read and 
illustrate a list of basic reasons 
“die”. 
Everytime I illustrate a reason 
which helps explain the “death” 
of your particular lost sale, write 
the NUMBER of that reason 
down on a blank card or piece 
of paper. 

Then, when this film is over. 
we'll collect all “autopsy reports” 
and tabulate them 
to discover what 


why sales 


. in order 
“sales killers” 


top the list in our particular 


business . in our. particular 
market at this particular 
time.” 


Mr. Salesmanager, don’t you 
think a syndicated film constructed 
along those lines will result in ap- 
plication of the general principles 
presented to your particular busi- 
ness. 

SALESMANAGER: I check with you 
so far. 


But are there many syndicated 





sales training films available which 
involve that type of audience par- 
ticipation ? 


BorpeN: Yes. 


Some films available involve ac- 
tual audience responses, and climax 
in “examination” applications of 
principles presented. 


But even where the elements of 


audience participation is absent in 


the film itself, a good meeting chair- 
man can supply that feature. 

SALESMANAGER: How? 

Borpen: By introducing the film 
with an announcement like this: 
about 
to look at was not prepared for 


“Fellows the film we’re 
our particular business. 

It does illustrate, however, how 
some top-ranking salesmen in 
other fields get results. 

What I want you to do is “pick 
the brains” of these winners in 

other fields . . . and locate every 

idea we can apply to our kind of 
selling. 

After the film is over, I’m go- 
ing to check to see how many 
good “brain pickers” we've got 
in this group.” 

SALESMANAGER: I think maybe 
I'll try out one of those syndicated 
sales training films at my next 
meeting. 





PILOT TRAINING SCHOOLS REPORT ON USE OF SLIDEFILMS TO SPEED LEARNING 
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@ Tue 


gram of the 


SAFETY EpucaTion pro- 
National Safety Coun- 
the direction of C. E. 
Woodbury, has 


cil, under 


made many note- 


worthy contributions to industry in 
this field. The latest of these, Sa/e- 
ty for Defense, is timely and use- 
ful. It presents both the need for 
additional precaution and the many 
ways in which safety measures can 
be inaugurated and followed by de- 

Production 

excellent. 

HOME SAFETY—A story of the vari- 
ous causes of injuries and fatal- 
ities in homes . . . extending from 
falls due to not putting toys away 
—to the various fire hazards, 
from fire places, using the wrong 
types of knives and can openers, 
as well as putting away garden 
tools—and the proper labelling of 
poison bottles, and also placing 
them on shelves where small chil- 
dren cannot reach them. (Ps) 

SAFETY ON TWO WHEELS—This is 
a bicycle story showing the proper 
way to make turns at corners, 
and the various other things in 
bicycle riding that would consti- 
tute the riding of the bicycle 
safely. (Ps) 

Tom JOINS THE SAFETY PATROL—is a 
story of a small boy entering a new 
school in about the third grade. 
He becomes very much impressed 
by the idea of the school safety 
patrol and he progresses through 
the various grades to the point 
where he is to join the safety 
patrol. The story covers the vari- 
ous duties and activities of the 
school safety patrol. (Ps) 

IN CASE OF FIRE—is a story cover- 
ing the various causes of fire 
hazards—utilizing the theme that 
fire is a very helpful servant to 
mankind, but in turn one of its 
worse enemies, because of its de- 
structive abilities. (Ps) 

PLay SAFE—is a story with the 
proper use of equipment in a play- 
ground. The story is forcefully 
brought home that a play ground 
is the only safe way to play, but 
notwithstanding that there are 
wrong ways to use the various 
playgrounds. (Ps) 

No Use SkippING—A _ 20-minute 
program for the National Safety 
Council on winter driving hazards. 
Covers various driving practices 
necessary to drive safely on snow, 
ice or on various other conditions 
existing throughout the winter. 
Various points of winter driving 
are covered in police driving 
school sequence in the dramatic 
story. (Ps) 


fense-expanded plants. 
sound effects are 





slidefilm produced for National 
Safety Council—dealing with the 
proper procedures in the event of 
vehicle accidents, whether bus, 
truck or passenger car. Story 
covers all types of vehicle acci- 
dents including personal injuries, 
fires, and minor accidents, fully 
illustrating steps to be taken and 
proper procedure. (Ps) 


- * * 


Let’s Use Our HEADS AND SAVE 





duced for International Shoe Com- 
pany, St. Louis. Program was 


designed primarily for employees 
of manufacturing plants illustrat- 
ing why safety shoes are very es- 
sential to the workmen in manu- 
facturing. 


(Ps) 
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Industrial training classes find slidefilms an important learning aid. 


SLIDEFILM REVIEW 


OF FARM, SAFETY AND SELLING PROGRAMS 


* In the field of rural sales pro- 


motion a number of very success- 


ful recent subjects deserve editorial 
mention. These include the slide- 
films produced by Burton Holmes 
Films, Inc., for such well-known 
sponsors as Allied Mills, and J. I 
Case Company. 

Slidefilm demonstrations offer a 
simple, economical way for imple- 
ment dealers and salesmen to show 
various models and to present edu- 
cational messages. That they have 
been most effective is evidenced by 
their popularity and the sales re- 
sults attributed to the medium by 
these and similar sponsors. 


MAKING Cows Pay—Allied Mills, 
Inc. 137 frames. Purpose: Sell 
livestock feeders on value of 
Wayne stock feeds manufactured 
by Allied Mills. Shown by Allied 
Mills repr. to feeders and dealers. 
(B.H.F.) 

It’s IN THE BaG—Allied Mills, Inc. 
104 frames. Purpose: Demon- 
strate Ingredient ‘Qu ality of Al- 
lied Mills’ Weyne feeds as main- 
tained through laboratory control 
and continuous testing at Allied’s 
Research Farm. Shown to feed- 
ers and dealers by Allied’s rep. 
(B.H.F.) 

DIVIDENDS PLUS—Allied Mills, Inc. 
147 frames. Purpose: Dealer de- 
velopment, with institutional story 
portraying advantages of Allied 
Mills dealerships. Shown to 
prospective and —e deal- 
ers by Allied repr. (B.H.F 

MEN OF ACTION—Allied Mills, Inc. 
Purpose: Dealer educational and 
merchandising medium. Points 
way for dealers to tie in with 
national gov’t campaign to in- 
=m, production of livestock. 
(B.H.F.) 

Non-Stop Henry—J. I. Case Co. 
100 frames. Purpose: Sales and 
consumer education. Demonstrates 
how Case non-stop power control 
disk harrow fits into soil con- 
servation programs and how it 
answers the problems of the in- 
dividual farmer in conservation 
work and in doing a generally 
better farming job. (B.H.F.) 

Easy Pickin’s—J. I. Case Co. 138 
frames. Purpose: Product and 
sales training. Provides _ sales 
medium for Case dealers and 
Blockmen to use in selling farm 


implement prospects. Also ac- 
quaints dealers and Blockmen 
with product story. (B.H.F.) 









Your Furrow’s Your FortTuNE—J. 
I. Case Co. Purpose: Direct con- 
sumer sales combined with dealer 
education. Demonstrates features 
of Case Centennial Power Lift 
Plow. Shown to farm implement 


users and Case Blockmen and 
dealers. (B.H.F.) 

Power THAT Pays—J. I. Case Co. 
Full color sound slidefilm intro- 


ducing new ’41 line of Case trac- 
tors. New process was developed 
by producer for making large 
quantity of natural color film 
copies. Shown to_ prospects, 


Blockmen and dealers. (B.H.F.) 
Oliver Farm Equipment has also 
been successfully demonstrated with 
slidefilms and the Ralston Purina 
Company is another sponsor utiliz- 
ing the medium to advantage. 





TWO NEW PROGRAMS 
OF SYNDICATED FILMS 











Two new programs of sound 
slidefilms, one of them in the elec- 
trical appliance field and the other 
in the general field of sales train- 
ing are of interest to the salesman- 
ager this month. 

In the first instance, the 


electrical industry 


entire 
has cooperated 
in producing a new type visual 
training 
appliance salesmen. 


sales courses for electric 
The new pro- 
gram, produced by Vocafilm under 
the sponsorship of the Modern Kit- 
Edison Electric 


affords a complete train- 


chen Bureau of the 
Institute, 
ing package consisting of five ma- 
jor appliance films, one on each 
principal product and five addition- 
al basic films on selling. 

The Selling in America program 
just announced by the Jam Handy 
Organization consists of five talk- 
based on five 


ing slidefilms, prin- 


ciples of human association dis- 
covered by Benjamin Franklin. The 
program, which develops all man- 
tech- 


niques, is accompanied by manuals 


ner of sales strategies and 
and based on techniques which are 
the result of 22 years of experience 
by the producer in providing plans 
6,000,000 


American in- 


and materials used in 


training meetings by 


dustry. 
KEY TO PRODUCERS: Ps _ /(Photo- 
Sound Division of Sarra, Inc., Chicago); 


BHF (Burton Holmes Films, tnc., Chi- 
cago). 





i eicn 
weft 


THIS 


explain the relation of elements 





ANIMATED FILMS HELP MEN 


THIS IS TECHNICAL ANIMATION*® as utilized in a cross-section 
of a tractor engine to show working parts. 
ation can be thoroughly explained and understood. 





1S DIAGRAMATIC ANIMATION** in which diagrams and charts 





rs Sa 


*Courtesy Caterpillar Tractor Co. 


LEARN 


Every detail of oper- 























a formula or show comparisons. 


_ 





Courtesy Kurt H. Ross. 




















(Above) Scenes from ‘Mind Over 
Motor’ typical Zurich safety subject. 


B. SINESS can succeed and en- 


dure only as a public service. The 
American System cannot survive if 
it is built solely on the foundation 
of private profit, solely on the basis 
of financial return to stockholders 
and management. 


Realizing that every business 
that benefits from the American 
way of life must accept its share 
of responsibility for preserving this 
system, Zurich—more than three 
years ago assigned one executive 


to devote his entire time to finding 


the answer to one question: “How 


can Zurich improve its service to 
the American Public and to Ameri- 
can Business?” 


The answer, still in the process 
of development and expansion, was 
found in Zurich’s “Safety Zone In- 
surance Service,” in which slide 
films play an important role. Films 
are, in fact, the keystone of an arch 
of public service in which every 
practical means of employee edu- 
cation has its part. 


It was obvious from the first 


AUDIENCES FROM EVERY WALK OF LIFE attend 
meetings—(below) employees of a San Antonio drug chain. 


THE INSURANCE AGENT TURNS 
PUBLIC SERVANT A NEW PHILOSOPHY IN SAFETY 


EDUCATION GIVES 


that Zurich, as a casualty insurance 
company, could serve employers, 
employees, and the public alike by 
devoting its resources to helping 
reduce the tremendous toll of life, 
money and time taken by avoidable 
accidents. 

Insurance men know that only 
two percent of all industrial “ac- 
cidents” are un-preventable. 

Ten percent of the accidents re- 
sult from unsafe equipment, lack 
of proper safeguards which man- 
agement might undertake to protect 
Employers, safety as- 
sociations, and the safety engineer- 
ing departments of great casualty 


employees. 


insurance companies are doing an 
excellent job of eliminaitng these 
so-called “management hazards”. 
Businessmen almost always over- 
look, however, the fact that fully 
88 percent of all accidents are 
caused by employees themselves, 
have their origin in a faulty men- 
tal condition or in the lack of 
proper supervision or education. 
Workmen’s compensation, paid 
by an insurance company, can 
never equal full pay. No settle- 
ment check can ever compensate 
fully for loss of life, for pain, or 
for mental distress to an employee’s 
family. Today it is especially ob- 
vious that payment of indemnity, 
as provided in an insurance policy, 
can never replace the precious 
“man hours” lost to national de- 
fense by accidents, mistakes, and 


DOUBLE 


spoilage that hinders the maximum 
utilization of industry’s tools and 
other resources. 

It is in the reduction of these 
unnecessary accidents—the 88 per- 
cent caused by improper mental at- 
titudes or carelessness on the part 
of the individual employees, at 
work or away—that Zurich has 
found its unique opportunity for 
public service through the creation 
of Safety Zone Insurance Service. 

This service is a completely in- 
tegrated program of safety educa- 
tion and industrial relations, off- 
ered free to Zurich clients, through 
its agents and producers, which 
stimulates individual employees to 
train for lives of greater individual 
success. The program is based on 
the known fact that what a man 
does at work is a by-product of 


SERVICE TO EMPLOYER AND EMPLOYEE 


what he does away from the job. 
It recognizes that a worker is 
four times more liable to be dis- 
abled away from work than on the 
job. Therefore it is based entirely 
on the worker’s own self-interest, 
his social (or gregarious) instinct, 
his natural desire to feel important 
and to accept responsibility when 
it is offered him. It has been de- 
veloped, is still being improved, 
with the cooperation of a group of 
outstanding authorities on the vari- 
ous problems of human behavior 
and opinion building that were 
faced in the solution of the basic 
objective, accident prevention. 
The success of their work is seen 
in these cases, selected at random 
from Zurich’s files: 
—One company had developed 
a 155 percent loss experience on 








* * * 


Mr. NeviLLe PILLinc 





Field reports indicated unusual au- 
dience interest and response to the 
new “Safety Zone Insurance Serv- 
ice” slide films produced by Mac- 
Donald Productions, Chicago, for the 
Zurich General Accident and Lia- 
bility Insurance Company, Ltd. So 
BUSINESS SCREEN interviewed alert, 
young, far-seeing Neville Pilling, 
United States manager of Zurich. 
The resulting story discloses that 
Zurich’s successful slide films are 
based on a public relations philosophy 
of unusual depth. 


THE EDITOR. 

















An Auburn (New York) packing house group listens and 
learns at a Safety Zone Insurance Service safety session. 


Retail grocery chain employees attend another 


recent 


educational group showing arranged by a Zurich agent 
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workmen’s compensation insur- 
ance. After Safety Zone Insur- 
ance Service had been in opera- 
tion for one year, the loss ratio 
was 48 per cent. 

The same assured’s automobile 
loss ratio fell from 250 percent 





to the unbelievably low figure 
of 31 per cent. 

An executiveof a large com- 
pany “Our accident fre- 
quency has been reduced, but 
more important is the reduction 
of loss, spoilage and mistakes.” 


said: 


In addition Zurich’s agents 
have been able to hold or regain 
large blocs of business against 
cut price competition because 
clients were thoroughly sold that 
everybody profits — employer, 
employee, family, and insurance 
company, when the Safety Zone 
plan is introduced. 

Truly a remarkable record in 
safety education, in public rela- 
tions, and in sales promotion. 

Many industrial education pro- 
grams fail because employees give 
them “mental razzberries”, say to 
themselves, “This is good for the 
boss, but why should I be inter- 
ested?” The Safety Zone Program 
succeeds because its slidefilms are 
produced entirely from the view- 
point of the employee and his fami- 
ly, because they show how he can 
benefit, earn more, enjoy life more, 
by keeping: in “The Safety Zone” 
throughout the day and evening— 
right around the clock. 

The nine slide films produced to 
date by MacDonald Productions 
form the spearhead of a program of 
industrial relations and safety edu- 
cation that includes meeting an- 
nouncement _ posters, accident-re- 


cording calendars, buttons, awards, 
follow-up folders that keep alive 
the principles stressed in the films, 
and souvenir “good fortune” coins 
that constantly remind employees 
to “Stay in the Safety Zone”. None 
of the material carries the name of 
Zurich. None carries the name of 
the employer. Every program is 
sponsored by a “Safety Zone Com- 
mittee” set up and administered 
democratically by the employees 
themselves. The Zurich agent en- 
ters only as an adviser, helping the 
employees in planning and conduct- 
ing their own Safety Zone meetings. 

The importance of this goodwill 
cannot be however, 
when you realize that Safety Zone 
slide films are eagerly requested by 
Boy Scout Groups, Kiwanis and 
Rotary Clubs, Parent Teacher As- 

Schools, Labor 
These showings help the 


overstressed, 


sociations, even 
Unions. 
local agent become widely and fav- 
orably known as a public servant, 
not as an irritating insurance 
An additional bonus to 
Zurich agents has been the friend- 


“neddler”. 


, ship of employees who have liked 


the Safety Zone slide films so much 
that they have voluntarily taken 
their personal insurance problems 
to the Zurich agents who helped 
them conduct their meetings. 

The reduction of accident frequ- 
ency and the creation of new busi- 
ness have been important results of 
the Safety Zone Insurance Service. 
An even greater by-product, how- 
ever, has been the building of a 
strong, cooperative attitude between 
employers and employees—helping 
educate employees to live for suc- 
cess, to develop safety habits at 
work and away, all around the 
clock. 

It is in this building of a strong 
moral outlook, in developing atti- 
tudes of success and loyalty instead 
of defeatism and hatred, that busi- 
ness films can do an outstanding 
job for defense of democracy! 


(Below) Omaha (Nebr.) executives and employees learn correct safety procedure. 
(Right, top) Reminder outlines are provided at each program, (At right) Recent 
employee and executive audiences ranged from laundry workers to film service men. 
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by Neville Pilling, U. S. Mgr., Zurich Insurance Company 




















































































































































































































































































































































Why Buy aTOPSyY? 


Successful slidefilms are not Topsies—they don’t “‘just 

) grow.” They demand a special technique; one that { 
combines top flight merchandizing with brilliant writ- 

ing of dramatic quality. Brilliant direction of photog- 
raphy and production further fortifies the well-told 
sales story. 


x «® ® 


But when your slidefilm is projected is it still a Topsy? 
Does it lack that important factor for success—brilli- 
ance on the screen? Brilliance of the screen image is a 
direct result of excellent laboratory work with excellent 
pictures. It extends from the cameraman, skilled in a 
specialized form of photography, to expert reproduc- 
tion of his pictures by a laboratory fully equipped and 
a staff qualified to give you the best in slidefilms. 


x * * 


Behind the brilliant results in dollar returns and the 
brilliance on the screen of slidefilms produced by Burton 
Holmes Films, Inc., lie brilliant writing, brilliant 
photography and brilliant processing. They are reasons 
why— 


BURTON HOLMES FILMS GET RESULTS 


48 Years of Successful Showmanship 








TO 


FILMS, INC. 


NC NDUSTRY 


7510 North Ashland Avenue ¢ Chicago ¢ Telephone ROGers Park 5056 











A FREE INFORMATION iddress your inquiries concerning film pro- 


duction, distribution and equipment to the 
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-Slide-O-Maticr~ 


FOR SLIDE AND | 
SLIDEFILM PROJECTION |. 
Al Silent Cruse siiminstes recorded | 


gong or squeak. With automatic projector, 











Definition added 
slide and slidefilm changing is fully auto- 


An Inaudille Impulse 


ON THE RECORD DOES THE WORK 


EDUCATIONAL RECORDERS, Inc. 


171 S. Los Robles Ave. Pasadena, Calif. 


schedule. 














SCENES THAT NEVER FADE! 
. . « fading, bleeding, 
sweating and rotting prevented . . . sprocket 
matic. tension reduced . . . renews old film, pre- 
serves new. Once processed, no waxing is 
needed. Five times the life of your film at 
a very small cost — think what you save! 
.Write for full details, proof, and price 


O'SULLIVAN FILM PROCESS 


5184 SANTA MONICA BOULEVARD 
HOLLYWOOD, 


IN %e DISTRIBUTION FIELD 


On August 1, the YMCA Motion 
Bureau’s new exchange in Dallas, 
Texas will open. This move was 
made to meet the heavy demand for 
its industrial pictures in the rap- 
idly developing Southwest area. 

In 1911, Southern cotton mill 
workers saw in their Y. M. C. A.’s 
motion pictures of French and 
Spanish workmen at various oc- 
cupations, and asked to see what the 
American workmen did and how 
they did it. To meet this challenge 
the Y. M. C. A. organized its first 
motion picture service. In 1924, it 
opened its Chicago exchange and, 
in 1937, a San Francisco branch. 

Several hundred industries have 
used this service from time to time 
Today, more than fifty of the lead- 
ing industries are releasing their 
publicity and consumer sales pro- 
motion pictures through the Bureau. 
Statistics show that more than 40, 
000,000 people attended in 1940. 

More than 12,000 organizations 
looked to the Y. M. C. A.’s service 
last year for regular programs. In 
spite of the fact that the Bureau 
shipped 152,000 reels in 1940, it 
was able to serve only about 62% 
of the demands made upon it. 


Modern's Western Outlet 


Allied Film Exhibitors, Inc., has 
taken over the western franchise of 
Modern Talking Picture Service in 
the states of California, Oregon, 
Washington and Nevada, and on 
June 1 consolidated its offices with 
that of its Los Angeles licensee, 
Standard Talking Film Service. 
Quarters are now located on “film 
row,” at 1963 South Vermont Ave- 
nue, Los Angeles. 


Allied’s licensee in Seattle, Mo- 
tion Picture Service, at 5514 Uni- 
versity Way, assumes Modern’s ac- 
tivities for the state of Washington 
under the new setup, and likewise 
Moore’s Projection Service, 210 
Fitzpatrick Building, Portland, be- 
comes the licensee for Oregon. 
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BETTER AND MORE 


What? Showings, of course, when you 
ship releases at RAILWAY EXPRESS extra 
speed. It means better and surer deliv- 
eries, at reasonable rates. For super- 
speed use AIR Express — 3 miles a 
minute. For service, phone 


RAILWA’ XPRESS 


NATION-WIDE RAIL-AIR SERVICE 


ANNANANANAANAAAAAAAAANAAAANSSNENS 


® THE latest achievement in “sound 
trucks”, a masterpiece of ingenuity 
which should receive a nod of ap- 
probation from anti-noise sponsors 
everywhere has just been introduced 
by King Cole’s Sound Service., Inc.. 


New York City. 
Licut & Co.Lor vs. SouNnpD 


It consists of a revolving crystal 
globe mounted atop a gayly painted 
red-white-and-blue truck, with 10 
colored spotlights and two specially 
constructed airport spotlights all 
focused on the turning sphere, pro- 
ducing a rainbow effect of con- 
stantly changing bright hues simi- 
lar to those used on dance floors. 
The colored spotlights have a cap- 
acity of 100,000 candle power and 
the airport spotlights are 1,000 
watts each. Electricity is produced 
by a gasoline driven generator with- 
in the panel body and exhausted 
through the floor of the truck with 
the use of a Maxim silencer. 

In large cities where the din of 
trafic and other activities has in- 
creased to nerve-wracking propor- 
tion, this new device comes as a 
welcome answer to many advertisers 
who have been depending on sound 
trucks, enabling them to cooperate 
with the civil authorities in the 
supression of noise without sacrific- 
ing the effectivness of their own ad- 
vertising,” it is noted by George H. 
Cole, president of the sound service. 


Sounp EFrrects iN DAYTIME 


“While the lighted crystal globe 
is restricted to night advertising for 
its best results,” Mr. Cole said, “the 
same truck can be utilized during 
the daylight hours as a sound truck, 
equipped with phonograph records 
and speaking apparatus, in places 
where existing conditions do not 
make this form of attention-getter 
prohibitive. Where desired, light 
and sound units may be used 
simultaneously and for use at 
county fairs and similar gatherings 
a portable platform is provided.” 


AGENCY INC. 
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U.S.NAVY SELECTS DeVRY 








DEVRY SOUND PROJECTORS ARE 


UNCLE SAM’S CHOICE FOR OVER 





Ou the Home Front 


IN THE FACTORY, OFFICE AND 
IN THE FIELD, FILM USERS PREFER 


DE 


16 MM SOUND PROJECTION 
DeVry 16mm sound projectors offer the 
finest in screen performance and sound . . 
are designed and engineered by the same 
skilled technicians now building Navy’s 
35mm units. DeVry 16mm projectors are 
the preferred choice of International Har- 
vester, Allis-Chalmers, Ford, Firestone, 
Goodrich—many other industrial leaders 
and schools everywhere. 


“Interpreter” Ke 
Cae 


x) 


DeVry 16mm 
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e NEW YORK 


300 INSTALLATIONS 


As America prepares in the “all out” tasks of National 
Defense, Navy’s huge program of ship and shore base 
construction calls for the installation of more than three 
hundred DeVry 35mm semi-portable sound projectors, 
selected after rigorous tests. For the entertainment and 
instruction of the men who man our first line of de- 
fense, motion pictures will play the leading role and to 
DeVry craftsmen has been assigned the task of pro- 
viding prec sion-smooth theatre quality performance 
under all conditions of peace and war. Sea duty, from 
the Arctic to the Tropics—salt air, stormy weather, 
and the mighty tremors of a man-of-war in action are 
typical problems that have been met by the selection 
of this proven,. dependable equipment. Wherever duty 
calls, DeVry is ready to do its part. 


*In the air—another impor- * On 
tant DeVry contribution 
to national defense is 
the special DeVry Cam- 
era unit — utilized for 
critical flight testing. 






















oe = 


e CHICAGO 


land—as well as on the sea 
and in the air—DeVry pre- 
cision-built motion picture 
equipment serves many other 
branches of the nation’s 
armed services. 


Official 
U. S. 


Navy 
Photo 














The new DE VRY 35 mm Semi- 
Portable Sound Projector, as 
supplied to the U. S. Navy. 


(Iluminants and amplification 
systems included). 





Features a new patented projection 
mechanism that is unmatched for sim- 
plicity of design, smoothness of opera- 
tion and its watch-like precision 
workmanship—the same fine crafts- 
manship that has been the DeVry 
creed for nearly three decades. 
Unsurpassed in high fidelity sound re- 
production and brilliant, snow-white 
rock steady pictures. Sound Head built 
directly into picture mechanism plate 
—assures miscroscopic synchronization 
of sound track and image. Write 
for complete specifications, prices. 
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@ ary 


Survey 


RETURNS from a mail 
made recently among users 
of film promotion in the travel field 
reveal the amazing growth in popu- 
larity of Kodachrome. In contrast 
to increasing production and many 
new sponsors was the scarcity of 
prints available. Several sponsors 
filing survey returns requested that 
their subjects not be listed because 
of inability to supply audience re 
But on the whole, the out- 


look is bright 


quests! 
and adult audiences 
plentiful for the many aggressive 
users who are turning films into 
one of the strongest weapons in 


\ good 


reports are pre- 


their promotional arsenal 
number of these 
others will be 


sented herewith; 


seen in these pages next month. 


Oregon State in Kodachrome 
—shown nationally to adult groups 

* THe New Orecon TRAIL (a 

reel—800 foot Koda- 


voice and musical 


subject in 
chrome 16 mm 


OREGON STATE SHOWN 


AMERICA 


background ) covers the high spot 


scenic and recreational attractions 
Crater Lake, the Ore- 
eon Caves. Cascade mountain-lake 
W allowa 


coast, 


of Oregon 
region, mountains, the 
Portland 
Rose Festival, State Parks, Colum- 
bia River Highway, Pendleton 
Round Up, Astoria Regatta 
are but a few items that have been 
assembled into this film. 


Oregon fishing, 


these 


The film is cut short and fast. 
which adds to its interest and tem- 
po. There are no points where one 
what comes next. It 
is devoid of 


waits to see 
other 
interest to see 


advertising 
than it creates an 


Oregon in the person viewing it. 


The film was photographed by Ralph 


Gifford, photographer for the Ore- 
gon State Highway department. It 
was organized and cut by Harold 
B. Say, director of the Travel & 
Information department of the Ore- 
gon State commission. 

The film is distributed by Castle 


Highway 


IN KODACHROME features these summer skiiers 


hiking up Mt. Hood to new snow (Oregon State Highway Department film). 


FILMS 


Films, Inc.; also by the Oregon 
State Highway department direct. 
By instructions from the owner, the 
Oregon State Highway department, 
it is sent only to adult audiences, 
primarily of service clubs, travel 
groups, and sportsmen’s clubs. 
Ilinois Central Minimizes Ads 

—A. W. Eckstein, Advertising Agent 
* Vicnettes or New ORLEANS AND 
THE Mississippt Goir Coast is a 
16 mm Kodachrome film 856 feet 
in length. 

One of the things (so we have 
been told by the people who have 
seen the production) that‘is so un- 
usual is the absence of Illinois Cen- 
tral advertising. The only credit is 
at the opening—*Presented by the 
Illinois Central Railroad.” At the 
close our trademark is shown. This 
is exactly what we wish to accom- 
plish to create acceptance in places 
where other advertising films are 
objectionable. 

The picture opens up in the 
French Quarter of New Orleans 
(not a railroad train is shown in 
the whole production) showing 
Jackson Square, The Cabildo, Pres- 
bytere, St. Louis Cathedral, Pon- 
talba Apartments, French Market, 
lacy balconies, wrought ironwork 
Modern New Orleans 


Bridge 


Huey Long 
Charity Hospital—unload- 
ing of banana and coffee boats 

birdseye and wormseye view of 
Canal Street—(the widest street in 
all sports, track meet 
golf — sailing on Lake 
Ponchartrain bathing horse- 
back riding on the levees. Then to 
the Mississippi Gulf Coast showing 
Beavoir, the 


the world) 
tennis 


home of Jefferson 
Davis, the drive along the sea-wall 
and some of the homes — Biloxi 


A REPORT ON THE USE OF 
IN TRAVEL PROMOTION 


100 feet 
are devoted to deep sea fishing. 


Lighthouse—and the last 
On February 2, 1941, we placed 
in circulation another 16 mm Koda- 
chrome picture 956 ft. in length 
Mexico Romantico—PhotographO. 
Barona, Continuity Pancho Scanlan 
Narrated by Jean Paul King. 
N.B.C. announcer from New York 
Recorded by Castle Films. This 
picture, too, contains the minimum 
of railroad propaganda. We have 
been told that it is the finest Mexico 
travel picture in circulation. This 
production opens in Mexico City 
with the Zocolo—Chapultepec Park 
on Sunday with Charros—Modern 
Mexico City—Bull Fight— Xochi- 
Market—Native In- 
Fortin Cordoba 
and finishes up at Acapulco. 


Taxco 
dian Dances 


milco 


Alaska Railroad's Color Film 

—produced by Harold W. Snell 
® The Alaska Railroad has pro- 
duced a silent film 1700 feet in 
length, 16 millimeter and entirely 
in Kodachrome. The pictures were 
taken on several trips to, from and 
in Alaska and cover approximately 
20,000 miles of travel. They show 
the trip from Seattle through the 
inside channel with scenes at the 
coastal port cities on the way to 
Seward. Also Yukon 
River with scenes taken from its 
headwaters to very near its mouth, 
Also from Seattle into Bering Sea 
through Bering Straits and to Point 
Barrow. There are portions of the 
film which were taken from air- 
planes and the same portions are 
shown also from land or sea. The 
film is not loaned but is used in 
connection with a lecture given by 
Mr. Snell. 


down the 


Business Screen 





Scenic Denver & Rio Grande 
—films shown by representatives 


* Rats To Rainspow’s Enp (1941) 
is a three-reel sound film in natural 
color picturing the Rio Grande trip 
from Denver to Salt Lake City via 
Colorado Springs, the Pikes Peak 
Region, and the Royal Gorge, with 
return via the Moffat Tunnel Scenic 
Shortcut along the Colorado River. 
Interspersed are numerous interest- 
ing side trips to such spots as the 
Gunnison River, famed for its trout 
fishing, National Monu- 
ment near Grand Junction, and 
Mesa Verde National Park, enclos- 
ing the largest group and best pre- 


Colorado 


served of all prehistoric ruins in 
America. This film, requiring 32 
minutes for showing, 


by Alois 


is narrated 


Havrilla, and carries a 


CE LINE MOTION PICTURES present South Amer- 
nail its romantic charm and beauty. 
sted, many in color and sound. 


Ten subjects 


‘musical background of unusual ex- 
cellence. 

Desert Empire is a_three-reel 
black-and-white sound film portray- 
ing industrial and recreational ad- 
vantages found in Rio Grande ter- 
ritory in Utah. Treated in dra- 
matic fashion, this motion picture 


NG THE DENVER & RIO GRANDE railroad are 
resque glimpses like these—now captured in Koda- 
¢ motion pictures. 


>a A ft 


Number Six 


‘sports. 


shows the development of irriga- 
tion in Utah, completely pictures 
the operation of the Bingham Mine 
of the Utah Copper Company, larg- 
mine in the 
world, and portrays the scenic won- 
ders of Salt Lake City, with special 
emphasis on the Mormon Temple 
Grounds. 


est open-cut copper 


This film, requiring 32 
minutes for showing, is narrated by 
Don Wilson, and carries extremely 
effective musical and sound effects 
background. 

Macic BeNeaTH THE CLoupDs is 
a three-reel black-and-white sound 
film portraying the scenic wonders 
of the entire Pikes Peak Region. 
including such famous spots as 
Garden of the Gods, Summit of 
Pikes Peak (14,110 ft.). Cave of 
the Winds, Broadmoor, Will Rogers 
Shrine of the Sun, Cripple Creek, 
Falls, World’s Highest 
Bridge, and Royal Gorge. The film 
is narrated by Don Wilson, and has 
an excellent musical background. 

TRAILWAYS TO THE Sky (1941) 
is a three-reel 16 mm sound film 


Seven 


in natural color picturing the routes 
of Rio Grande Motor Way in Colo- 
rado and Utah. 


Wisconsin Conservation Films 

—resources & recreational subjects 
* The Wisconsin Conservation De- 
partment has attempted to organize 
a film library of subjects designed 
to effect a better understanding of 
the aims and accomplishments of 
this department. 
citizen 


It believes every 
about 
forest production and_ protection, 
bird and animal habits, fish propa- 


should know more 


gation and other subjects of a simi- 
lar nature, since these activities in- 
sure the future of the country’s 
natural resources. 

There are also prepared scenic 
films 
Wisconsin’s fine fishing waters, state 
parks, 


and recreational showing 

winter 
These reels are of interest 
to citizens of the state as well as 


canoe trips and 


the tourist public from other sec- 


tions interested in vacation areas. 

The films are only distributed 
from the Photographic Section, 
Wisconsin Conservation Depart- 
ment, State Office Building, Madi- 
son, Wisconsin, and the only ex- 


pense is transportation both ways. 


Colorado—Ideal Vacationland 

—presented in glorious color films 
* CoLorapo — VACATIONLAND Su- 
PREME is a 16 mm. Kodachrome 
(both sound and silent versions) 
film. It is available in 1800 foot 
length (sound) or a silent version 
of 2400 feet. The opening scene 
shows Rocky Mountain Rocket of 
Rock Island Lines leaving LaSalle 
Station, Chicago, enroute to Colo- 
rado, followed by various interior 
shots of the train. In Denver: State 


THE MAJESTY OF AMERICA’S NATIONAL PARKS is realized in the Great 
Northern Railway films of William S, Yale, Cinematographer, whose pictorial 
masterpieces are among the finest in this field of travel promotion. 


Capitol, Denver Civic Center, and 
Next 


view 


Cheesman Park are included. 
are shown Red Rocks Park; 
of rock formations and Pueblo; 
view of twin rock formation; Elk 
in Cody Park, Buffalo, near Look- 
out Mountain, Buffalo Bill’s grave, 
Echo Lake Hotel, all near Denver. 
Other scenes include: Pike’s Peak 
by train and auto, Tower atop 
Pike’s Peak and final views show 
sunset from Pike’s Peak and rear 
of departing Rocket. Film 
may be obtained on application to 
T. J. O’Shaughnessy, Rock Island 
Lines. Room 917, LaSalle St. Sta- 
tion, Chicago. 


view 


Great Northern's Pictures 
—rate as works of cinema art 

* The Great Northern Railway at 

the present time lists seven sound 

films which were photographed in 

The 

names of the seven subjects are 

listed in the order in which they 
were produced: 

Scenic Way West (44 
Depicts the trip from Chicago 
over the line of the Great North- 
ern Railway to the Coast and to 
California and Canada. 


full color on Kodachrome. 


minutes). 


VACATION ADVENTURELAND (33 
minutes). A trip in Glacier Park 
over the regular highways and 
gives a good idea of the average 
trips for tourists in Glacier Park. 

Tue Nortx Circce Trait (38 min- 
utes). A five-day saddle horse 
trip into the mountainous coun- 
try of Glacier Park with a party 
of horse-back riders showing the 


fun and adventures in trail riding 
in Glacier Park. 

GuaRDIANS OF GuNsIGHT (17 min- 
utes). 


A saddle horse trip over 

Gunsight Pass and has many 

close-ups of the Rocky Mountain 

goat that inhabit the Sperry 

of Glacier Park. 
Some of the closest color films 
on mountain 
film. 

Trout FisHinc 1n Giacier Park 
(20 minutes). The fishing for 
trout in the lakes and streams of 


glacier area 


goats are in this 


the northern part of Glacier 
Park, and also on the north fork 
of the Flathead Mon- 
tana which is the western boun- 
dary of Glacier Park. 


River in 


VALLEY (22 minutes). 


industrial 


THe Mac 
This film 
industry of the Wenatchee Valley 
where a major portion of the 


shows the 


world’s apple crop is grown, tell- 

ing the story of the apple from 

apple blossoms to the finished 
box of apples on their way to 
the markets of the world. 

In Att THE Wor-p (34 minutes). 
This is a new film on glorious 
Glacier Park which shows what 
everyone can do on a vacation 
in the Rocky Mountains. 

A letter 
states: We have sound projectors 
New York and San 
Francisco ticket offices. These offices 


from the Company 


in Chicago, 


will gladly put on a show and will 
present any one of these films to 
an interested audience of at least 
50 people or more. We also have 
sound projection equipment in our 
home office, and every winter we 
tour the United States putting on 
deluxe presentations of our latest 
pictures for service clubs, travel 
organizations and schools and col- 
leges. We do not loan sound prints 
as a usual practice, as the chance 
of damaging the film is too great. 
However, if we know the equipment 
and the people who will show the 


(OVER) 


film we will ship film. 


NORTH CAROLINA and the romantic 
South in a new film (see next page). 











textile empires, and into the Blue 
Ridge where Mt. Mitchell towers 
6,684 feet, the picture story of 
North Carolina proceeds to its cli- 
max in the western resort area, 
highlighting beautiful waterfalls, 
Biltmore House, the finest estate in 
America, the Blue Ridge Parkway, 
Cherokee Indian Reservation, and 
the Great Smokies visited by more 
tourists than any other national 
park. 

The film was presented to the 
State by Richard J. Reynolds of 
Winston-Salem. 20,000 miles of 
travel were necessary, and 8,000 
feet of film were exposed. 


Railroad Public Relations 


* How science, research and team- 
work keep the American railroads 
ready to handle America’s com- 
merce and moving steadily toward 
their objective of “more and better 
service at less cost” despite many 
obstacles, is the dramatic story told 
in Behind the Scenes, a sound slide- 
film which railroads are now show- 
ing throughout the country. 

The program is the sixth in a 
series of sound-slidefilms produced 
by Vocafilm for the Association of 
American Railroads to acquaint the 
public with the railroad industry 
and the important part that rail- 
roads play in the nation’s economic 
life. It contains 186 photographs 
and drawings and runs about 25 
minutes. The narrator is Jean Paul 
King, the popular radio and news- 
reel commentator. 

Following a brief introduction 
showing the present day dependence 
of American industry and agricul- 
ture on efficient, economical and 
coordinated railroad transportation, 
the audience is taken back more 


BUSINESS SCREEN 


Sponsor 
Alaska Railroad 
Baltimore & Ohio R. R. 


REPORTS ON RECENT TRAVEL FILM PRODUCTION 


Latest Subject 
“Alaska by Water, Rail, Air” 


“Washington, Shrine of Amer- 
ican Patriotism” 


“Beautiful British Columbia” 


Technical Description 
Silent 16mm 
Sound 16mm* 


Kodachrome 
B&W 


1700 ft. 
800 ft. 


British Columbia B&W Sound 16mm 
35mm 
16mm 
16mm 


16mm 


400 ft. 
1000 ft. 


1400 ft. 
1200 ft. 


Canadian National R. R. 
Canadian Pacific R. R 


Chicago & North- 
western R. R. 


Commonwealth of 
Pennsylvania 


Denver & Rio Grande 
Western R. 


Grace Lines 


“Canadian Rockies Holiday’’** 
“Coast to Coast’’** 


“Library of Wisconsin resort 
and resources films” 


Kodachrome 
Kodachrome 
Color and 
Ba WwW 
Kodachrome 


Sound 
Sound 
Sound 
Silent 
Sés 


“Travelcade” 


16mm 1000 ft. 


“Rails to Rainbow's End’’** Kodachrome Sound 16mm 1200 ft. 
“South America 

& Modern’’** 
“In All the World’’** 


Greyhound Lines “This 


Ancient B& W S&58 16mm 
35mm 
16mm 
16mm 
35mm 


16mm 


1600 ft. 
3000 ft. 
1270 ft. 
1200 ft. 
3000 ft. 

400 ft. 


Great Northern Railway 


Kodachrome 
Technicolor 


Sound 


Amazing America’’** Sound 


LaCrosse County (Wis.) 
Chamber of Commerce 
Moore McCormack Lines 


National Park Bureau, 
Ottawa, Canada (Gov.) 


“Seenic Sixteen’’** 


Kodachrome Silent 
“Incredible Rio”’** 


sibrary of Silent and 
Sound Motion Pictures 
“Highways of New Engalnd”’ 


Kodachrome Sound 16mm 
Color and Black & White 16 and 35 mm. 


1300 ft. 


New Hampshire-Vermont 
Highway Depts. 
New Haven Railroad 


Cinecolor Sound 16mm 
35mm 
16mm 
35mm 


16mm 


400 ft. 
1000 ft. 
1800 ft. 
3000 ft. 
1400 ft. 


“This Is New England’’** B& W Sound 


New Mexico State 
Tourist Bureau 


Norfolk & Western R. R 


“‘New Mexico—The Land of 
Enchantment” 

“The Power Behind the 
Nation”’** 

“North Carolina, Variety 
Vacationland” 


Kodachrome Silent 


Kodachrome Sound 16mm 1450 ft. 


North Carolina, Dept 


Kodachrome Sound 16mm 800 ft. 
Conserv 


Jevelop 

Oregon State Highway 
Department 

Rock Island Lines 


‘The New Oregon Trail’’** Kodachrome Sound 16mm 800 ft. 


“Colorado— V acationland Kodachrome S&S&8 16mm 1800 ft. 

Supreme” (Sil. 2400 ft. 
Santa Fe Railroad Library of Sound & Sielnt Color and Black & White Subjects 
Motion Pictures 
State of Wisconsin 


Library of Sound & Sielnt 
Conservation Dept 


Color and 
Motion Pictures 


B& W 
B& W 


Sound 
Silent 
Sound 


16mm 
35mm 


400 ft. 
1000 ft. 
16mm 400 

to 900 ft. 


Swedish Travel Information 


Library of 7 films on 
Bureau 


Modern Sweden 
*Also in 


**Has other films available 











Norfolk & Western Film 


leges, traffic and coal industry gath- 
erings, conventions and other inter- 
ested groups. Educational as well as 
documentary in nature, the new 


reational, scenic and historical fea- 
tures of a state that is 490 miles 
long and from the coast, 
where the first English colony was 
planted on Roanoke Island, to the 
highest mountains east of the Mis- 
sissippi. 


* The Power Behind The 
dramatic new color and sound fea- 
ture motion picture produced by 


the Norfolk and Western Railway 


Nation, : 
rises 


movie has been given nation-wide 
distribution and has been described 
by critics as one of the most effec- 
tive non-theatrical films produced. 


Company, tells the story of bitu- 
minous coal—production, transpor- 
tation and uses—and its importance 


The film opens with scenes from 
to the economic life of the nation. 


the symphonic drama, The Lost 
Colony, by Paul Green, the Pulitzer 
prize playwrite, which had its pre- 
miere five years ago on the 350th 


The picture, which runs 38 min- 
utes, is narrated by Bob Trout, 
well-known Columbia Broadcasting 
System news commentator. An ex- 


The film is being shown to civic 


clubs’ meetings, schools and col- 





perienced cameraman traveled more 
than 15,000 miles to get authentic 
shots of tipples, trains, 
ships, factories, homes and cities— 
which combine to portray bitumin- 
ous coal as The Power Behind The 
Vation. The film contains the first 
color movies ever taken inside a 
coal mine hundreds of feet below 
the surface of the earth. 


mines, 


North Carolina's Vacationland 
* The 
sound 


Kodachrome 
film, North 

Variety Va- 
cationland, covers rec- 


Carolina, 


anniversary of the coming of the 
first English colonists and is now 
in its fifth season. From sand 
dunes and ancient wrecks, broad 
beaches and picturesque lighthouses 
along the 300-mile coast, the pic- 
tures take the audience inland 
through historic Edenton, tulip 
fields and peach orchards, golf, ten- 
nis and riding in the famed Sand- 
hill winter resorts, and briefly to 
the Capital City, Raleigh, and the 
great universities at Chapel Hill 
and Duke. 

Westward across the Piedmont 
plateau, pausing in the tobacco and 


than 100 years to the days when 
there were no railroads, and when 
people paid as much as four times 
the value of goods in freight costs. 
“And then came the railroads, 
and cheaper transportation! New 
markets were created; customers 
were brought within reach of pro- 
ducers; new trails were blazed.” 





(Below) LOOKING OVER THE ROOF- 
TOPS of Western North Carolina from 
the Clingman’s Dome Parking Space in 
the heart of the Great Smoky Mountains 
National Park. The North Carolina film 
takes one on a dude ranch packtrip 
throught the Smokies. This picture 
shows the North Carolina terminus to 
the Blue Ridge Parkway, one of the 
highest paved roads in eastern America. 
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The convenient LOCATION of Twenty North Wacker is one outstanding reason why this superb modern office building is the 
preferred choice of so many national business leaders for their office headquarters in Chicago. At the gateway to Chicago’s Loop 
business district and nearby financial, wholesale and shopping sections, Twenty North Wacker Drive has the additional LOCATION 
advantage of surface, bus and elevated lines at the door and several principal Chicago rail terminals within a few minutes walk. 
Office accommodations afford maximum light and air on eight sides with tower office suites far above the surrounding business struc- 
tures. Service facilities are unexcelled with luxurious club floors, studio theatres, ample low-cost parking and unexcelled modern 
dining rooms for employees and executives. These and many similar advantages in addition to LOCATION, will afford added 


efficiency, comfort and economy for your own organization at Twenty North Wacker Drive. 


Address all inquiries to the Office of the President, Mr. J. C. Thompson 


IVIC OPERA BUILDING 














NO! Your product is already a star in its own field. Now 
it can take its place on the theatre screens of the nation 
—nearly 10,000 under agreement to Alexander. YOUR 


PRODUCT—your company can reserve preferred posi- 
tion before the eyes of millions of theatre patrons. Why 


not use the type of showmanship to be found only in the 
use of all-color, sound moving pictures to do that next 


big selling job for you? 


We have arranged for the theatres and we have 
the organization for placing your movie-ads in 


any area you choose. Let us tell you about it! 


ALEXANDER 


COLORADO SPRINGS, 


NEW YORK DALLAS 


FILM 


COLORADO 


ATLANTA 


a 


CHICAGO SAN FRANCISCO 








HOLLYWOOD COLORFILM 


CORPORATION 


Announces 


that preparations are now complete for print- 
ing and processing l6mm sound prints in 


iccesanapes 


FAITHFUL COLOR REPRODUCTION 


use three color 
AND PLEASING COLOR REPRODUCTION 


use two color 


Either color method assures you of uniformity, permanency, 
and transparency in color, of the highest quality, from your 
original negatives or Kodachrome subjects, at prices you 


OR tC CC YNOM T 


can afford to pay—plus speedy delivery. 


Slide Films in both 2 or 3 Colors 


Phone, write, or wire 


HOLLYWOOD COLORFILM CORPORATION 


230 West Olive Avenue - - - Burbank, California 
Phone: Charleston 6-6477 
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NEW EQUIPMENT 


PROJECTION 








© INTERNATIONAL Mutoscope Reel 
Company has announced a new type 
of self-contained projector for com- 
mercialized sound films. This new 
machine will facilitate the screening 
of sales and commercial sound films 
in sales rooms, branch offices, de- 
partment stores, conventions etc. 
This new motion picture projector 
offers several unique advantages in 
one self-contained unit. 

Employing the latest R. C. A. 
projector and sound system to- 
gether with a continuous automatic 
reel it will handle up to 1200 feet 
of 16mm sound film. Operation is 
completely automatic. It is started 
by push-button and the machine 
stops at any pre-determined point 
by notching the film. 

A motor driven humidifier in con- 
junction with filtered air insures 
long life to the film. The cabinet is 
completely sound-proofed. A 17 by 
22. plastic screen produces an ex- 
cellent image from any viewing 
angle. The cabinet is 71 inches 
high and 33 inches deep. It is made 
of walnut and is solidly built to 
withstand rough handling. 

Address inquiries concerning 
this and similar equipment to 
Screen Service Bureau, 20 North 
Wacker Drive, Chicago. There is no 
obligation. 


Honor H. A. DeVry 


* THe innumerable friends of the 
late Herman A. DeVry, pioneer mo- 
tion picture projector inventor, en- 
gineer and founder of the DeVry 
Corporation, will be delighted to 
learn that on June 2, 1941, a post- 
humous honor in the form of a 
Doctor of Science 
conferred upon him by Lincoln 
Memorial University, Harrogate, 
Tennessee. Mr. DeVry was ac- 
corded this high honor in recogni- 


Degree was 


tion of his distinguished service in 
the field of science and invention 
and for his pioneering in the realm 
of Visual Education. 

Accepting the recognition in his 
Ida B. DeVry, 


honor were Mrs. 





Motion Picture 
Equipment Bargain 
1937 model 
DeVry 35 mm. sound record- 


Very reasonable 


ing camera for single or 
double system. In A-1 condi- 
tion, complete with tripod, 
amplifier, microphone, and ac- 
cessories. Write R. P. Hogan, 


Room 1674. 35 E. Wacker Dr.. 


Chicago, or phone State 2100. 











widow, Mrs. Emma Carlson, daugh- 
ter, and Mr. E. B. beVry, son. 


New B & H Lenses 


@ Rounding out the Filmo line of 
Faster, fine quality, 16 mm. pro- 
jection lenses of the longer focal 
lengths, Bell & Howell announces 
new “Incre-Lite” 24-inch F 1.65 
and 4-inch F 2.5 projection lenses. 
Bell & Howell state that these new 
lenses not only provide greater bril- 
liance, but that they also maintain 
the high optical quality for which 
the slower lenses were noted. Thus, 
pictures can be thrown great dis- 
tances with new brilliance and with 
sharp picture definition 

The new 21-inch F 1.65 lens is 
said to be 40 per cent faster than 
the 214-inch F 1.9 lens, and is 
especially adapted to take full ad- 
vantage of the violet and _ ultra- 
violet end of the spectrum available 
in the arc-generated light of the 
Filmoarc. The new lens is equally 
eficient mounted on any 
projector. 


Filmo 





FOR DEFENSE 
of Your Field Men 


Modern Design 
for Modern Selling 


Fortify your field forces with equip- 
ment engineered to cope with 
present day problems. 

New ease of operation, light 
weight, compactness, tonal quality, 
and a score of other improvements. 
And important, too, is the con- 
tinued low selling price. 

Make no further equipment com- 
mitments until you have taken 
Radiad equipment up with your 
film producer or equipment dealer. 


Or write directly to Radiad Service 
for complete information. 


154 E. ERIE ST. * CHICAGO 
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PERSONALITIES 


IN THE NEWS 





@ OnE of the commercial film in- 
dustry’s best known personalities, 
MR. JOHN STRICKLER, who for over 
twenty years was an executive of 
the Jam Handy Organization in 
Detroit is no longer with that firm 
but is now associated with the 
Motion Picture Engineering Com- 
pany, Detroit, 
President. 


where he is Vice- 
The firm specializes in 
the design and manufacture of mo- 
tion picture projection equipment 
and other special display apparatus. 
In this work Mr. Strickler’s profes- 
sional engineering background is 
an invaluable asset to his firm’s 


extensive industrial film clientele. 


Opens St. Louis Office 
* Associated Sales 
Detroit, has just 
opening of a St. 
office, located in the Shell Building. 
will be 

J. E. JURY. 


Company, of 


under’ the 


Mr. Jury is also president of the 


firm, Business Collaborators. Inc.. 


of St. Louis, who specialize in the 


production of industrial educational 


literature. Besides 


St. Louis Office and handling the 


contact work in that area, Mr. Jury 


will assist the creative and technical 
staff of Associated in Detroit. 





THE 





IMPRESSION. 


* * 


YOUR SALES STORY NEVER FAILS TO REACH 
YOUR MARKET WITH MAXIMUM IMPACT 
WHEN YOU USE THE MERCHANDISING 
COUNSEL OF MACDONALD PRODUCTIONS— 
TEN YEARS EXPERIENCE IN SALES 


PROMOTION. 


« * 


HAVE YOU SEEN OUR LATEST SELLING 


announced the 
Louis office. The 


direction of 


managing the 


“LEAD PIPE" 
TREATMENT SELDOM 
FAILS TO MAKE A DEEP 


announces the 
appointment of J. A. MIDDLEWOOD 
to the contact staff of the Detroit 
ofice. Mr. Middlewood, formerly 
head of the film department of the 
Ford Motor Company, brings to As- 


Associated also 


sociated a wide background of ex- 
perience in sales promotion and 
sales training of all types as well 
as his knowledge of motion picture 
and slidefilm planning and _ pro- 
duction. 


Roquemore Opens in Buffalo 
® Everett E. 
ducer of 


ROQUEMORE, pro- 
commercial and educa- 
tional slidefilms and motion pic- 
established eastern 


tures, recently 


headquarters at 425 Elmwood Ave.. 
Buffalo, N. Y.. 


Roquemore Films. 


under the name of 


Mr. Roquemore will divide his 
time between the Buffalo and Chi- 
cago areas his midwestern head- 
quarters being located at 127 Key- 
River Forest, Ill. a 
suburb of Chicago, where his busi- 


stone Ave.., 


ness was formerly conducted under 
the name of The Everett Co. Dur- 
ing his many years of expeirence, 
as director of sales and advertising 
for several large national corpora- 
tions, Mr. 
production and use of 


Roquemore supervised 
numerous 
films which produced outstanding 
results in the field. He also writes 


radio scripts. 


Travel Prevue 

* Guests in the Photo 
Little 
Theater in San Fran- 
cisco recently were ex- 


and Sound, Ine. 


ecutives of the Denver 
and Rio Grande Rail- 
road. Mr. J. E. Court- 
NEY, Assistant Traffic 
Manager of the rail- 
road in San Francisco, 
C. J. Harseke, Gen- 
eral Agent, together 
with Ray DeGuire, the 





City Passenger Agent, 
and their local freight 
agents, H. E. JARMAN 


and Everett NELSON, 
previewed the line’s 
newest natural color 


film Rainbow's End. 


Joins Springer 

® Henry Ciay Gipson 
has joined the staff of 
Springer Pictures and 
will divide his time be 
tween New York and 
He will 


Detroit offices. 


SUCCESS FOR ZURICH GENERAL ACCIDENT 


& LIABILITY INSURANCE 
co. LTD.? 


737 NORTH MICHIGAN, CHICAGO * DELaware 1501 


Number Six I94!I 










Slide Films 
Motion Pictures 


serve as agency contact 
man on motion pic- 
tures and will promote 
his new process for 


color slide films which, 






it is expected, will cut 
the cost of this medium 
considerably. 








PRESENT YOUR MESSAGE 
TO SELECTED AUDIENCES 


(CLUBS, INDUSTRIES, CHURCHES, ETC.) 


By Ahh Far ah ee 


DOS 
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Q MILLIONS ARE IN THE pRocess uy 
6 OF REACHING BUYING DECISIONS ~~ 


af. 
x ] CERIPE FOR PICKING {L(“READY FOR RIPENING 


Audiences of substantial buying-power are eagerly accepting motion 
pictures from the Y.M.C.A. bureau. They regard our films as a source of 
reliable and usable information. 


~« 










Their confidence is the confidence you want. 
Every screen is a demonstration and show 
window for your product . . . an opportunity 
to implant convincing facts and preferences 

. Strategically . . . throughout the mental 
stages of reaching buying decisions. 


Y.M.C.A. 
MOTION PICTURE BUREAU 


NEW YORK CHICAGO DALLAS SAN FRANCISCO 
347 MADISON AVE. 19S0.LASALLEST = 1700 PATTERSON AVE. 351 TURK ST. 


NOW IN 
DALLAS 


at 1700 Patterson Ave 
As of August Ist. 






Train Men FOR DEFENSE ! 





WITH 35 MM. FILMSTRIPS 


PROJECTORS 


To speed up employee training, lead- 
ing industrial organizations find sound 
or silent slidefilms an effective aid. For showing 


your own training films, S.V.E. Projectors have 





many exclusive advantages that provide more 


S.V.E. PROJECTOR 


MODEL G efficient projection and easier operation. S.V.E. 

For Large Audiences made the first projector for showing 35 mm. 

Powerful 300-watt projector for filmstrips more than 20 years ago. More than 
single-frame slidefilms. Pat- . A : 

ented S.V.E. Rewind Take-Up three-fourths of all the filmstrip projectors serving 


protects and rewinds film in 
correct sequence as it is 
shown. Black with chrome ment. 
trim; in handsome leatherette 


SOCIETY FOR 


business and schools today are S.V.E. equip- 
Write for S.V.E. catalog, which gives full 


information on all models of S.V.E. Projectors! 


VISUAL €DUCATION INC. 


CHICAGO ~ ILLINOIS 


100 €AST OHIO STREET 















FILM PROTECTION 


AGAINST 
CLIMATE - SCRATCHES OIL and DIRT 


THAT HITS THE SPOT 


MOVIES 








Better photo finishers offer VapOrate 
protection for still negatives 
BELL & HOWELL CO 
1801 Larchmont 
Chicago 
716 No. La Brea 
Hollywood 











VAPORATE.CO. INC 
130 W 46th St 
New York City 
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QUALITY PRODUCTIONS 


| BLACK & WHITE & IN COLOR 





Division Division of SARRA, Inc. 


WHitehall 515! -:- 16 East Ontario Street -:- Chicago | 
Ra et nal SN 7 
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STRAIGHTFORWARD 


INDUSTRIAL ILLUSTRATION 


FOR USERS OF 
16mm MOTION PICTURES 
STILL PICTURES «* SLIDEFILMS 
COLOR 


STANLEY STERN °7 FIFTH AVENUE 


NEW YORK, N. Y. 











SLIDEFILM EQUIPMENT 








The PICTUREPHONE 


for Training, Sales, 
Demonstrations, Meetings 


The Only Complete Line of Sound Slide Film 
Projection Equipment on the Market. What- 
ever You Need, We Have It. Twenty-Five Ex- 
clusive Advantages. Radically Different. 


Write us today... 
Oo. J. McCLURE TALKING PICTURES 


1115 W. WASHINGTON BLVD. 
CHICAGO, ILLLINOIS Phone CANal 4914 











| FILM SHIPPING CASES | 
SAFEGUARD YOUR FILMS 


INSIST — THEY 
On PROTECT 
16MM REELS 
FIBERBILT 


AND FILM 
SHIPPING 


WHILE 
CASES IN TRANSIT 














PROJECTORS « DEFENSE 


(Continued from Page Fourteen) 


over 100 


315 major offices; 


Commerce, 
Weather Bureau, 
partment, 


ment of major oflces: 
Interior De- 
Labor De- 


several thousand outlets: 


partment, several hundred outlets. 

The State Department is acquiring projector 
for all its 
tions in Central 


equipment 19 Embassies and Lega- 
and South America, and pro- 
poses to place similar equipment in the principal 
Consulates, to show films demonstrating places, 
people and things in North America of interest 
in Latin Along the 
Coast Guard, some of whose specially equipped 
ships cruise from one end of Latin America to 
the other, 


America. same line, the 


will carry projector equipment. 
The Air Corps (with over 1,500 units), the 
CCC, CAA 
and a great many similar agencies including the 
Army 


and Civilian Pilot Training schools 
and Navy mechanical training classrooms 
are well-equipped with the familiar silent film- 
strip projector and firm believers in this simple 
and efficient means of training. 

It is that LaGuardia’s USO 
morale agency will make large use of projectors. 


In World War 1, 


the vast Army of speakers who appeared every- 


assumed _ here 


you may remember, we had 
where at the slightest provocation and spoke for 


three minutes. It is expected the film and the 
projector will take their place in this World 
War. These 


every hall, 


available almost in 


in most churches, 


substitutes are 
factories, 
and at all assemblies where people gather. A\l- 


schools, 


ready Carlton Duffus and his associates of the 
Treasury in company with the publicity agencies 
of the Post Office and other great Government 
departments, are using the film and the projector 
to sell Defense Bonds and Defense Stamps. 
Editor's Note: The need for a defense film pro- 
gram is plain to forsee. As usual the totalitari- 
ans have taken a leaf from the familiar Amer- 
ican book of originality and have made outstand- 
ing use German 
schools alone possess 40,000 sound projector 


of visual training methods. 


units (more than four times our own present 
total) and the ranked the 
photographer and the projectionist with the first 


line troops. 


armed forces have 


In our defensive preparations, edu- 
cation of the public as well as the armed services 
will call forth these most effective weapons of 
It remains for those 
who can use them to employ them efficiently and 


audio-visual instruction. 
to those in the commercial and educational film 
world who understand the medium to help assure 
their efficient use in the interests of defense. 








(noquEMonS FILMS 


PRODUCERS OF BUSINESS 
AND EDUCATIONAL FILMS 


Mone 


GRANT +1243 





425 ELmwoop AVE. 
BUFFALO. ny. 
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SPEED!- 


ALL THE WAY... 


Why rush with production and lose time 


IWAAAANAAAS 


Zannnnnnnneeannnnnnnn 


on deliveries? To keep your momentum 
climbing use RAmway Express and 
speed up your speed a// the way. Nation- 
wide. Low rates. For super-speed use AIR 
Express. To bring the service, phone us. 


RAILWA XPRESS 


AGENCY INC. 


NATION-WIDE RAIL-AIR SERVICE 


ANAAAANAAANAAAAAAASAAASS SSS 
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LOCAL PROJECTION SERVICE 








California and Pacifie Coast — 


ALLIED FILM EXHIBITORS, Inc. 


1963 So. Vermont Avenue, Los Angeles, Cal. 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 

Regional offices 
SAN FRANCISCO © PORTLAND * SEATTLE 











Missouri, Central Illinois, Ete. — 


- for coverage én ST.LOUIS 


and the States of Missouri, Illinois, and Arkansas 


dee RAY SWANK 


620 N. SKINKER BLYD., ST. LOUIS, MISSOURI 


EXPERIENCED COMMERCIAL DISTRIBUTOR 
Also Equipment Rental and Complete 16 mm. Library 








New York, New Jersey, Connecticut — 





16MM & 35MM motion picture projection 

service. Arrange club, 
school, church showings, supply equipment and operators. 
Full responsibility, one-time or long runs in New York 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial films. 


KING COLE'S SOUND SERVICE, Inc. 


203 E. 26th ST.. NEW YORK CITY LEx. 2-678! 











New England States — 


—in BOSTON see PATHESCOPE 


for your 
ie AMPROSOUND. FILMOSOUND or RCA 


“Get a swell show for your 
swell picture.” 
Write or phone the 


PATHESCOPE CO. 


438 Stuart St., Boston Tel. COM 0640 
Ohio, Michigan, Ete. — 


hi 125, shy: 


Rural Residents See 


Welly 


DUSTRIAL 


“Audience 


TWYMAN FILMS, 









Helping Meet a Crisis! 


AMPRO PROJECTORS ARE SERVING IN THE NATIONAL DEFENSE PROGRAM 
BY AIDING IN INDUSTRIAL TRAINING AND EMPLOYEE DEVELOPMENT 


All over the country, in every branch of indus- users of Ampro projectors who have re-ordered 








































try and in many government departments, Ampro _again and again—on the basis of the performance 
sound projectors are performing faithfully day of their original purchases. Some of these custom- 
after day—performing an important part in train- ers have hundreds of Ampro precision projectors 
ing, education and publicity. Here is a partial list in constant operation: 

of industrial, educational, governmental and other 





U. S. Navy Recruiting Service Shell Petroleum 

U. S. Dept. of the Interior Fisk Tire Company 

Wright Air Field General Motors Acceptance Corp. 

Collins and Aikman Servel (Electrolux) — ; 
Barrett Company Anheuser-Busch, Inc. tin 
Union Carbon & Carbide Co. Stewart-W arner The 
Kraft Cheese Company Illinois Bell Telephone : 
Keystone State Amusement Co. Dictaphone Corporation ——— 


General Tire and Rubber Company Allis-Chalmers Company 


Wilding Picture Productions, Inc. at ts 
ccc Cc _ Wis.. El Boards of Education in New York. 
-C.C, Camps in Sparta, Wis., Chicago, De- 
Paso, Tex., Phoenix, Ariz., Fort troit, Kansas 
Bragg, N. C., Columbus, Ohio City and hun- 
Ideal Pictures Corporation dreds of other 
American Air Lines cities and 
Firestone Tire & Rubber Company ™4My ot her 
city, state and 
national gov- 
ernmental de- 
partments. 


i 


> July i! / 
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Frigidaire Division, General Motors 
General Electric Company 

The Jam Handy Organization 
Massey Harris Company 
Mead-Johnson Company 


Send 
p sl 


Showing complete line of Ampro 16mm sound- 
on-film, silent,and convertible to sound models. 
Thousands of Ampro precision projecters are 
rendering splendid service for the sales depart- 
ments of America’s largest corporations. Find 
out what they can do for you. ( 
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AMPRO CORPORATION, 2839 N. Western Ave., Chicago, III. 
Please send me new Ampro Catalog. I am particularly interested in: 
[1] New Amprosound 16mm Projectors. 
} . [] Ampro 16mm Silent and Convertible to Sound Projectors. 
Name 


Address 


PRECISION CINE EQUIPMENT ~ To 













One of the best w ays to assure 
the success of an advertising campaign is to make cer- 
tain the retail trade understands it,—the purpose and 


the strategy back of it. 


The officers of the Anheuser-Busch, Inc. conceived a 


constructive, long-range advertising plan. Then they 
< < < « 


put their basic thinking into a talking picture, “Reflect- 


ing Our Confidence in the Future of America.”’ 





Le J A M HANDY Organization 


Sales Meetings @ Slidefilms ® Talking Pictures ® Convention Playlets 
* New York %* Wilmington %* Washington, D.C. * Detroit * Dayton * Chicago * Hollywood 


19 West 44th Street 922 Shipley Street Transportation Building 2821 East Grand Boulevard 311 Talbott Building 


230 N. Michigan Boulevard 7046 Hollywood Boulevar¢ 
_WUminaton 4.2401 REnublic 8036 MAdison 2450 ADNams 62R9 
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